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Coder Shingle Roofs cost less than ‘you think! 


Cost of materials including decking is the only right 
way to get true comparative costs on complete 
roofing jobs. 

Figure it out for yourself! Compute the complete 
cost per square of roof, using any material that 
requires solid roof sheathing. Then 

compute the lower cost of using 
spaced sheathing with Certigrade 
cedar shingles. 

Cedar shingles can be laid on 
spaced sheathing because of 









fet . es ” spare * ae oe 4 Be ie — = - z RED = ae aa tity ' 
2 > Pi. 
Red Cod Cc E & t i & 2 A > E. 
_SHINGLES 


RED CEDAR SHINGLES 


On Al Lcnszes 


en 


RED CEDAR SHINGLE BUREAU 


RED CEDAR SHINGLE BUREAU 





their overlapping ‘“‘bridging’”’ construction, which in- 
creases overall strength of the roof. Spaced decking 
saves builders nearly 50% of the costs of sheathing, 
nails and sheathing application. 

Although the unit cost of substitute roofing ma- 
terials before application is sometimes lower than the 
unit cost of Certigrade No. 1 shingles, the complete 
Certigrade roof usually costs less! 

On projects all over America, builders are dis- 
covering that, figured by the cost per square, per year 
of life, Certigrades are always your best buy. 
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WASHINGTON REPORT 





With more metals available and with more ma- 
chine tools and engineering designs completed, 
the defense program will expand. Volume of 
deliveries is three times that of a year ago; 
is now at about half the expected rate at the 
peak. From here on, defense industries are in 
the position to use diverted materials; provided 
the materials really are usable for defense 
purposes. 


The big defense plan is the control panel to which 
house construction is attached; so better keep 
that fact in mind instead of zigging and zagging 
every time some new symptom shows up. It’s 
a long program, and at present there will be 
some erratic signs and tokens; the unsteadiness 
of the economic changeover to defense. 


Employment, for example, is a bit down. About 
half a million workers were laid off in Novem- 
ber, representing seasonal shifts in agriculture 
and to some extent in construction. Part repre- 
sents a lag in the changeover to defense work; 
as in Detroit, where the retooling process isn’t 
quite complete. About 100,000 of those half- 
million layoffs are said to be temporary affairs 
in the big automobile area. 


Better expect some erratic tightening and slack- 
ing off in the building pattern for a little time. 
They’re likely to steady down. Heavy construc- 
tion hit a massive high in November, including 
some big stuff in military and naval facilities. 
At the same time the BLS reports that new 
dwelling units were down by more than the 
expected seasonal decline. 


There’s still a strong market potential for houses 
and sound public reasons for building them. 
Eighty percent of Global War II veterans are 
still in line to become home owners, if they 
want to, under the GI Bill of Rights. A lot of 
them at the moment are discouraged by credit 
restrictions and by local shortages of mortgage 
money. But they still have the building desire. 
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These restrictions, industry experts think, are 


likely to be modified. The idea that checking 
the construction of houses is a good way to 
check inflation isn’t considered so smart as it 
was. Too much like saving food by not eating 
anything; in which the collateral effects of the 
economy are not so desirable. 


Retail dealers at present have more or less nor- 


mal inventories, including lumber; and there 
seems to be little except artificial restrains 
that are likely to snub up the general run of 
medium-priced home building. Knocking out 
some scores of thousands of new houses would 
mean little in terms of needed and otherwise 
unavailable materials for defense; but it would 
mean considerable damage to Mr. Wilson’s 
civilian economy. 


Under the redefined policy of the ODM, the 


chances are that house construction in ’52, 
especially in the less expensive brackets, will 
go along reasonably well. If there’s a sound 
reason why it shouldn’t, the Chief Mobilizer 
will find this industry going along with him 
in a co-operative way. 


Uncle Charlie has filled us with awe and admira- 


tion by saying he isn’t going to let wage con- 
trols get wrecked in the steel contract bargain- 
ing. 


t’s a good trick if he can do it. And, if he can, 


we ought to send him over to give Iosif Vissari- 
omovich Dzugashvili (alias Joe Stalin) a pair 
of socks. 


The report of the Lumber Survey Committee to 


the Secretary of Commerce indicates that the 
“nation’s lumber supply continued to exceed 
demand during the third quarter of 1951.” 
There was some production decline during the 
quarter; but it looks as though the first three- 
quarters of the year might set a production 
record. 


Chairman Colgan, of the Committee, mentions the 


confusion rising from uncertainty about price 
regulations. Lumber manufacturers still oper- 
ate under GCPR. The Chairman hopes the 
specific dollars-and-cents ceilings on which the 
OPS is working may help straighten things out. 





Griffin Butts are Quality Butts . . . pro- 
duced from highest grade steel, carefully rolled in our own plant 
and finished by expert craftsmen. You can be sure of satisfied 


customers when you sell them any items in the Griffin line of fine 


builders hardware. 


For more than a half century Griffin has been J apagiegions fine 
products. That experience assures you “of the best’ Sell Griffin . 
and you sell Quality. 
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West Coast Douglas Fir producers benefit by two unexpected 
developments in 1951. First, has been a sharp increase in export 
demand for Douglas Fir. This year 660 million feet were shipped 
in export compared to 269 a year ago. Second, domestic competi- 
tion from British Columbia mills has been reduced by some 500 
million feet this year because Canada has shipped this amount 
to the United Kingdom. The steel shortage has also created an 
exceptional strong demand for structural and industrial Douglas 
Fir. Fabricated trusses over 200 feet long are now being made. 


* * * 


Federal Officials are now busily scratching out a batch of new 
orders they call “conservation” measures to be mailed soon after 
New Years which will tell manufacturers just how they can use 
their allotments on scarce metals. Why the new orders? Accord- 
ing to officials the controlled materials plan doesn’t go far enough. 
Under CMP a producer is given a certain quantity of metal but 
he can use his allocation any way he chooses. Proposed orders 
would tend to standardize the production of many competitive 
materials. 

s * a 


A typical standardization order has been prepared for build- 
ers hardware that would cut from 30,000 to 4,000 the number of 
models and sizes of items which manufacturers could turn out. 
Retailers will want to keep an eye on this development; it means 
that they may want to use fancier promotions to push duller 
merchandise. 

* +. Ss 


The wily politicians, viewing the gradual disappearance of 
VA loans from the competitive loan market are discussing various 
pressure plans to force lending institutions to make 4% loans. 
Congress, they say, may be offered new legislation to increase 
the revolving fund for direct lending by the VA from 150 million 
to 300 million. Other legislation would authorize use of a billion 
dollars of National Life Insurance funds for VA financing of 
veteran housing. A plan to permit lenders to discount veterans 
loans has been discussed. Under this plan a builder would agree 
to absorb the discount and increase the leaders return. 


Science almost daily produces new and improved products 
that create more jobs and profit for us all. For example: an Illinois 
man, Henry Holman, has just developed a new low cost process 
for beefing up low grades of coal, peat, lignite. Special chemicals 
remove the moisture concentration and improve the heating power 
of original raw material. Holman’s process is especially interest- 
ing to European countries where supplies of adequate fuel has 
been a problem for years. Or another, the progress by the glass 
industry. Plastic reinforced with Fiberglas has been introduced 
as a material capable of replacing porcelain enamel. Special Pyrex 
glass, too, is being considered by the DPA as a substitute for metal 
piping in the chemical, dairy, food and wine industries. 


* & * 


Winston Churchills return to power has meant a raising of 
housing goals in England from 200,000 to 300,000 units per year 
and the extra 100,000 houses will be erected by private builders. 
W. P. “Bill” Atkinson, president of the National Association of 


(News Briefs continued on page 11) 
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Raymond Foley, Director of the Fed- 
eral Housing Administration. 


Foley Estimates 
800,000 Homes in '52 


Several days ago Housing Ad- 
ministrator Raymond Foley, in 
a speech before the American 
University Institute on Defense 
Mobilization, for the first time 
officially stated the government’s 
position on the volume of hous- 
ing which will be built in 1952. 


Foley’s speech reflects the Ad- 
ministration’s serious problem 
of keeping a healthy civilian 
economy under the pressure of 
a growing defense program. In 
part Administrator Foley said: 


“We aimed to reduce home 
building in 1951 to about 800,- 
000 to 850,000 units. Actually 
this year’s production will ex- 
ceed one million units. The rea- 
son lies simply in the fact that 
you can’t slow down home 
building over night. We began 
the year with a large backlog 
of commitments which were 
now subject to the new credit 
curbs and which enabled a third 
or more of the homes started 
this year to proceed under lib- 
eral financing designed to stim- 
ulate home construction. 

“We will enter 1952 without 
that heavy backlog and with a 
generally tighter money situa- 
tion. Congress has, however, 
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For well over 50 years Northern Woods have been recognized for their high quality. The 
Northern Lumber Mills are better equipped today than ever before to serve you with well- 
manufactured, accurately-graded Northern Woods. Consult the firms on this page for your 
requirements in Northern Woods. 
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*Diamond Pole & Piling Company . . Escanaba, Mich. *C. M. Christiansen Co. =. . :  ¢ Phelps, Wis. 
Lumber sales agent for Northwestern See & Plywood Cor- An outstanding Wisconsin lumber manuiacturer — Hardwood, 
Gocations mills at Big Bay and aye ae Michigan. Hemlock, White Pine, Hemlock and Cedar Products. 

ite Pine and Spruce. Modern planing mill. 


° 1 Mills at Wi 
Schneider Bros. Lumber Co. . . . . Marquette, Mich, “™ Bamfas Lumber £0. (wareice “Mik. otic Neenan, Wis 


Northern Hardwoods and Hemlock, Hardwood Dimensions, Modern Dry Kilns. Expert Millwork. 
Rough Hardwood Turnings. Planing Mill and Dry Kilns. 


“Goodman Lumber Company . . . . . Goodman, Wis. 

“tHolt Hardwood Co. . . . ° ° ° Oconto, Wis. Northern Hardwoods, Hemlock, White Pine, Basswood, Hard- 
Maple, Birch, Beech. Oak Flooring. Strip, Assembled Block wood Dimension. Planing mill. Dry Kilns. Rotary cut veneers. 
Herringbone, Parquetry types: all types Heavy Duty Flooring. 


“Michigan Pole & Tie Co. . . . . Newberry, Mich. 


i. : . . 
+Boehm-Madisen Lumber Co. . . . Milwaukee 3, Wis. Northern Hardwood Lumber, Old Faithful Hemlock, Northern 
Mills: Lake Linden, Mich., White Lake, Wis. Mirs. Hardwoods White Cedar Poles, Posts, Shingles. Piling, Soft 6 Hardwood Ties. 
and Hardwood Flooring. K. D. {facilities available. L.C.L. 


shipments kiln dried hardwecde frem stock at Thienaville, Wis. 


*Roddis Plywood Corporation . Marshfield & Park Falls. Wis. 


J , Roddis Lumber & Veneer Co. of Mi » » Ironwood, Mich. 
Cadillac-Soo Lumber Co. Sault Ste. Marie, Mich. Roddis Lbr. & Veneer Co., Ltd. - Sault Ste. Maris, Onterio, Can. 
Northern Hardwoods, Hard ‘Bape @ Rectan. Hemlock, White Compl. stk. N. Hdwds., Hemlock. W. . Pine, Cedar Prod... Maple. 
Pine. Modern Dry Kilns. Facilities for Surtacing, Resawing, etc. Birch, Fig. Hdwd. Ven’r’ d Doors. Plywd. Mod. Dry Kiln facil. 


“Abbott Fox Lumber Co. . . . . Iron Mountain, Mich, Ahonen Lumber Co... . . . . . Ironwood, Mich. 


Northern Hardwoods, Hemlock, White Pine, Spruce, Hardwood 
Manufacturers and Concentrators of Hardwoods, ome and -_ 
White Pine. Planing Mills. Dry Kilns Flooring. Planing Mill Modern Dry Kilns. 


tounor Lor. & Land Co. (jis: toons, wis.) Sevee, Marshfield, Wis. “Copeland Lumber Co. . . . Atlantic & Ontonagon, Mich 


K. D. & A. D. Hardwoods, Hemlock, W. Pine—Cedar Shingles, Sales Office—CHICAGO—135 S. La Salle St., Hardwood Lumber. 
Posts. Poles—Laytite Rock Maple & Birch Flg.—Dimension stock. Dimension. Dry Kilns and Planer. 
tMember Maple Flooring Mirs. Assn. *Member Northern Hemlock & Hardwood Mfrs. Assn. 
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(Continued from page 9) 
Home Builders, who has just returned from a housing tour of 
Britain, has commented that Churchill feels private industry can, 
“build 10 to 15% cheaper and 40 to 50% faster than government.” 


Suspension of price controls 


* 


for a long list of products now 


selling below official OPS prices is expected soon. By and large, 
the public hasn’t realized how far below ceilings many commodi- 


ties have fallen. 
+ * 


* 


OPS first wanted to lower ceilings but industry opposed this 
move because they felt depressed prices were temporary. Also 
considered were automatic pricing formulas by which retailers 
figured ceilings by adding to the price he paid a stated percentage. 
Suspended controls are a good compromise . . . they eliminate red 


tape .. 
present ceilings. 


. and controls could be re-applied if prices climb above 





fixed more liberal limits than 
in force on 
moderate cost housing, and it 
remains to be seen whether 
home building can be held to the 
present target levels, about 800,- 
000 starts, with credit controls 
alone, without flexibility in the 
controlling law. 

“While we estimate 800,000 to 
850,000 units this year, that 
estimate never has been, nor is 
it now, either a forecast of what 
can be built. It is constantly 
under study and should com- 
pelling reasons require it, that 
estimate would, of course, be 
changed.” 


Chicago Trade Fair 
March 22 to April 6 


Paints, wood-working ma- 
chines, motors, bird cages, tools, 
kitchenware, and other special 
hardware equipment, are again 
coming from all over the world 
for exhibit at the second Chicago 
International Trade Fair, to be 
held March 22 to April 6 at 
Navy Pier. 

The second International 
Trade Fair, like the first, is pat- 
terned after the famous Brus- 
sels, Paris and Leipzig Fairs of 
Europe. The exhibits are dis- 
played and classified according 
to products as in a giant super- 
market, so that buyers can easily 
find the goods in the categories 
in which they are interested. 

Special industry machinery 
and equipment, electrical goods 
and supplies, machine tools and 
metal-working equipment, metal 
home furnishings, hardware, ap- 
pliances, utensils, and hundreds 
of other similar items were ex- 
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hibited at the first fair. 

The First International Trade 
Fair was host to more than 
25,000 buyers from all over the 
world. More than 2,200 mer- 
chants from 44 nations exhib- 
ited their products. Approxi- 
mately 250,000 visited the show. 
Sales of $100,000,000 were 
transacted. 


Closet-Use Study 


Interior partitions which in- 
clude provisions for storage are 
to be studied by the Small 
Homes Council of the Univer- 
sity of Illinois under a new re- 
search grant from the Lumber 
Dealers Research Council. 

The $4,650 grant was an- 
nounced recently by Prof. 
James T. Lendrum, acting direc- 
tor of the Small Homes Council. 
Clarence A. Thompson of 
Champaign is chairman of the 
Lumber Dealers Research 
Council, a national organiza- 
tion of retail dealers interested 
in housing research. 

The purpose of the study, 
which will cover a 12-months 
period, is to prepare recom- 
mendations for construction of 
closet-walls which can be 
adapted to any _  price-class 





Home Starts Still 


Started 


Months, 





house. They will be designed 
hoth for new homes and re- 
modeling. They will be modu- 
lar in dimension (divisible by 
4 inches or multiples of 4 
inches), and will be flexible in 
construction and in choice of 
materials. 

This investigation is needed 
to fully utilize the benefits of 
cost-saving roof-truss construc- 
tion methods. These take the 
structural load off partitions, 
making possible light-weight 
construction of interior walls. 
Truss construction also allows 
closets and storage areas to be 
assembled by new cost-saving 
techniques. 


"Let's Promote 2 in 1952" 


With a theme of “Let’s Pro- 
mote 2 in 1952” the directors 
Association met recently at 
of the Oklahoma Lumbermen’s 
Oklahoma City to review the 
past year and outline their pro- 
gram for the coming year. Di- 
versification and Flexibility will 
be the two fundamental goals 
for the association in 1952. 

Newly elected president, R. A. 
“Bob” Parker, presided over the 
meeting and praised the retir- 
ing officers for their success in 
guiding the association during 
the past year. 

He told the attending direc- 
tors that, ““We’ve sold ourselves 
on the need for our association 
and our big job now is to con- 
vince the general public that 
the local lumber yard is a good 
place to come with building and 
maintenance problems.” 

The extensive 1952 Oklahoma 
Lumbermen’s Association pro- 
gram includes frequent bulle- 
tins to members, special dealer 
courses at state universities, 16 
district meetings, a legislative 
service, plan services for both 
the home and farm and a month- 
ly tax calendar. 


In the Market Centers 
TACOMA—tThe holiday sea- 
son finds logging camps and 
lumber mills in this area closing 
down for the usual Christmas 
and New Year’s observance. In 
general, the period will be oc- 
cupied with inventories and 
plant overhauls, although some 
operations may go down for 
longer intervals, depending 
upon market conditions. Ply- 
wood operators in general feel 





that their industry is at a turn- 
ing point now that production 
has caught up with and, in some 
cases, exceeded present demand. 
It is more than likely that there 
will have to be a general level- 
ing off of prices before many 
of the mills will get back into 
production. Industry spokes- 
men predict a more concen- 
trated selling program to aid 
in stabilizing the plywood mar- 
ket and are optimistic for the fu- 
ture despite present conditions. 
Recent wage increases an- 
nounced here include one of 10 
cents an hour for approximately 
50 employes of the Cascade Pole 
Company. This has been ap- 
proved by the Wage Stabiliza- 
tion Board and is retroactive to 
June 1. State forestry officials 
disclosed this week that ap- 
proximately 30,000,000 board 
feet of state owned timber was 
damaged in the Forks fire on 
the Olympic peninsula last 
summer. Approximately 10,- 
500,000 feet of this was in the 
sustained yield forest and this 
is now being advertised for sale. 
Plans are being made for sal- 
vage sales of the remainder as 
soon as surveys of the damaged 
areas are completed. State land 
department officials say that 
most of this can be salvaged 
with little loss if it is cut before 
it begins to decay. 


SEATTLE—A pre-Christmas 
flurry of business has firmed 
the lumber market here and 
caused higher prices for boards 
and green fir dimension. No. 
1 and 2 dimension has risen $2 
to $10 and boards $1. Other 
items are not much affected and 
the demand does not extend to 
cedar products nor plywood, 
both of these industries being 
in the doldrums. 

Local suppliers look upon 
this spurt of orders with cau- 
tion and are not inclined to 
trade ahead on it. Some be- 
lieved it would last only a day 
or two. They ascribe several 
developments that may account 
for it. One of these is that line 
yards are balancing stocks be- 
fore the holiday shutdowns; 
another is that less transit cars 
are being sent out forcing buy- 
ers to seek lumber closer to the 
source. There is some forward 
buying for delivery after Janu- 
ary 1st but some believe this is 
the beginning of winter busi- 
ness. 
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Long dimension 18 feet and 
up is very strong and has ad- 
vanced $4. All cutting is strong. 
Pines have been weakening all 
through the list and mills will 
give good assortments. Hemlock 
is steady. Shingles are weaker, 


but only slightly so. Spruce 
tends to weaken. 

Inventory of logs shows Puget 
Sound’s supplies higher by, 26 
million feet on Puget Sound as 
of December 1 compared to 
November list. Columbia river 
made a spectacular gain of 117 
million feet on a yearly com- 
parison while Grays Harbor 
area went up 714 million feet 
for the month. Log prices are 
firm at new ceiling prices. Fir: 
No. 1, 65; No. 2, 60 and No. 3, 
50. Fir peelers: No. 1, 110; 
No. 2, 100; No. 3, 85. Cedar 
shingle: No. 2, 50-60; No. 3, 
35-40. Lumber logs, 90-105. 
Hemlock No. 2 and 3, 40-42. 


KANSAS CITY — The year- 
end lull became more pro- 
nounced than usual in South- 
western lumber circles as buyers 
backed away from ordering un- 
til inventory had been taken. 
Furthermore, weather condi- 
tions were not favorable for 
production, shipping or build- 
ing. Sales continue to drop be- 
low production, even though 
mills are curtailing output con- 
siderably. 

Mills in the district report 
that orders chiefly are for mixed 
cars, and because of the broken 
stocks, shipments are slow. 
Straight car business, except for 
No. 2 boards, is very light and 
mills can ship fairly fast. 

Price lists from mills on the 
east side of the Mississippi river 
were lowered about $1 to $2 a 
thousand on the average in the 
last ten days. On the West side, 
however, quotations remained 
unchanged. There was a short- 
age of No. 2 boards and prices 
still were hovering around the 
$90 to $95 level. On dimension 
stock, except for the 10 and 12- 
inch sizes, the prices ruled about 
$80 to $85 a thousand. 

Prices on the East side gen- 
erally were $5 to $10 a thousand 
cheaper than on the West side. 
The lowering of prices has failed 
to uncover any additional busi- 
ness and the volume is reported 
to be at the lowest ebb of the 
year. 

Inquiries from railroads and 
factories, the latter needing 
common lumber for crating pur- 





poses, are stepping up a bit. The 
factories are beginning to turn 
out more defense goods and this 
will accelerate in the weeks to 
come, thus promising to be a 
good source for lumber mills. 
On the other hand, building, 
except in the Texas area, has 
slowed down considerably and 
home construction will not be a 
factor again until the spring. 


Lumber—National 


Lumber shipments of 483 
mills reporting to the National 
Lumber Trade Barometer were 
14.7 percent below production 
for the week ending December 
8, 1951. In the same week new 
orders of these mills were 13.7 
percent below production. Un- 
filled orders of the reporting 
mills amounted to 36 percent of 
stocks. For the reporting soft- 
wood mills, unfilled orders were 
equivalent to 21 days’ produc- 
tion ‘at the current rate, and 
gross stocks were equivalent to 
54 days’ production. 

For the year-to-date, ship- 
ments of reporting identical 
mills were 0.1 percent above 
production; orders were 3.5 per- 
cent below production. 

Compared to the average cor- 
responding week of 1935-1939, 
production of reporting mills 
was 77.0 percent above; ship- 
ments were 63.5 percent above; 
orders were 42.8 percent above. 
Compared to the corresponding 
week in 1950, production of re- 
porting mills was 8 percent 
below ; shipments were 13.7 per- 
cent below; and new orders were 
21.2 percent below. 


Southern Pine 


The production of Southern 
Pine by the 107 mills reporting 
to the Southern Pine Associa- 
tion for the week ending Decem- 
ber 6, 1951, amounted to 16,406,- 
000 feet, or 7.45 percent below 
the three year average. Orders 
for the week ran to 15,156,000 
three year average and 7.62 per- 
cent below production. Ship- 
ments for the week were 15,- 
228,000 feet, 7.18 percent below 
production. Unfilled orders to- 
talled 42,828,000 feet. 


Western Pine 


Production of Western Pine 
and Associated Woods by the 
103 mills reporting to the West- 
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Day after day, the people in your territory who are going to build 
their own new homes are located by the world’s largest construction 
news gathering organization. 


Then . . . a book of catalogs, illustrating and describing 

the varied products needed for new homes, is mailed to these prospects 
of yours. This book — Home Owners’ Catalogs — is used and kept 

I while these prospects are planning what they will want to buy 
‘ for their new homes. It is important to you that the products you stock, 
show and sell are completely described to these buyers before 
: they make their final decisions. 







LIBBEY-OWENS-FORD GLASS COMPANY 





That is why Libbey-Owens-Ford Glass 
Company distributes its big, 24-page catalog 
“Planning Ahead with Glass for More 
Enjoyable Living” in each copy of Home 
Owners’ Catalogs. Libbey-Owens-Ford 
knows this is the way to do a thorough pre- 
selling job for you. Libbey-Owens-Ford 
knows these home-planners are outstanding 
prospects for you because they must buy 
the kind of things you sell. 





Find out how you too can get the These prospects are also in the market 
names and addresses of hand-picked, for the many other new-home products 
pre-sold prospects in your territory”. described in Home Owners’ Catalogs. 


Write today to: 


ecm HOME OWNERS’ CATALOGS 


Dept. LO, 119 West 40th Street, New York 18, N. Y. 
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ern Pine Association for the 
week ending December 8, 1951, 


totalled 64,915,000 feet. This 
compares to 69,214,000 feet for 
the same period a year ago. Ship- 
ments for the week ran to 57,- 
681,000 feet, 11.1 percent below 
production. For the same week 


last year shipments were 71,- 
424,000 feet. Orders for the 
week were 56,492,000 feet as 
compared to 77,125,000 feet a 
year ago. Unfilled orders at the 
week’s end totalled 173,376,000 
feet, while gross stocks amount- 
ed to 877,676,000 feet. 


The Lumber Market at Presstime 


The following index is intended merely as a check on buying practices. It is 
a compilation and average of mill prices at press time and should not be con- 
sidered as current on the day the magazine is received. The prices should be 
useful in following market trends and as a check on purchases made approxi- 
mately ten days before receipt of the magazine—the Editors. 


DOUGLAS FIR 


Vertical Grain Flooring 


B&Btr. Cc D 
BMG. oveccceseses 170.00 165.00 110.00 
Flat Grain Flooring 
De Kcauvvceacen 140.00 130.00 98.00 
Se. scbensauebas 160.00 155.00 105.00 


Drop Siding 


1x6 (Pat. #106).155.00 150.00 110.00 
1x6 (Pat. $#116).155.00 150.00 110.00 


Ceiling 
ne * ss«eeeeneus 125.00 123.00 80.00 
De - bvedaeedees 115-125 120: 00 80.00 


Boards and Shiplap and 2” (Green) 
1x6 1x8 1x10 1x12 


We. 3 scccQeee 71.00 69.00 76.00 
No. 2 ....63.00 62.00 61.00 69.00 
No. 3 ....53.00 56.00 53.00 61.00 
No. 1 Dimension 

12’ 14’ 16’ 18’ 20’ 
2x 4.. 76.00 76.00 79.00 76.00 76.00 
2x 6-75.00 75.00 76.00 80.00 80.00 
2x 8 75.00 75.00 75.00 76.00 76.00 
2x10 75.00 75.00 75.00 77.00 77.00 
2x12 75.00 75.00 75.00 77.00 77.00 


No. 2 Dimension 


2x 4 71.00 71.00 74.00 73.00 73.00 
2x 6 72.00 69.00 73.00 71.00 75.00 
2x 8 72.00 72.00 72.00 71.00 71.00 
2x10 72.00 72.00 72.00 72.00 72.00 
2x12 72.00 72.00 72.00 72.00 72.00 


No. 3  emmeoues R/L Only 
2x 





errr et rer 46.00 
2x é SS ee eee 44.00 
a eae See eee ame 42.00 
att Sieh UNG out dies eed ced aon 41.00 
ee ee er er ee) ey ee 40.00 
tAdd $10-$12 for dry lumber) 
WESTERN PINES 
Ponderosa Pine 
Selects 
5/4 RW 
Selects and 
S2 or 4S 4/4 RW 6/4RW 8/4 RW 
C&Btr RL ...245.00 255.00 260.00 
Shop, S28 No. 1 No. 2 
| ee Sree 140.00 130.00 
| Serr eres 130.00 110.00 
Commons 2&Btr. No. 3 No. 4 
S2 or 4S RW 106 RW 72 RW 64 
8 SS : aor 112.00 75.00 60.00 
an 112.00 75.00 60.00 
Idaho White Pine 
Selects 
S82 or 48 x8 5/64 
C&Btr. RL 250, $0 268 *o gio 00 265.00 
a ME seGae 205.00 225.00 230.00 235.00 
Commons, 82 or 4S No. 1 No. 2 No. 3 
. 2 Sees 147.00 135.00 100.00 
eee 147.00 135.00 100.00 
Sugar Pine 
Selects 
S2 or 48 4/4 RW os RW aay RW 
B&Btr. RL 300.00 300.00 05.00 
i cnt-oeune 75.00 285.00 395. 00 
EP MHEG ote ccndes 255.00 255.00 260.00 
Shop, 82S No. 1 No. 2 No. 3 
We wcoweews - - 165.00 125.00 85.00 
, Sera 165.00 125.00 85.00 
DE. 6evanaceas 165.00 125.00 85.00 


SOUTHERN PINE 


Vertical Grain Flooring 


cr. C D 
De wescdsuened’ 190.00 180.00 160.00 
7 Grain Flooring 
A aye eee 165.00 155.00 115.00 
1x6 Ken weweeree 200.00 190.00 150.00 
Drop Sidin 


nb 
1x6 (Pat. #106).195.00 185.00 155.00 
1x6 (Pat. #116).195.00 185.00 15 
Boards & Shiplap 
1x6 1x8 1x10 1x12 
-135.00 135.00 140.00 185.00 


a 
MO. 3... S600 88.00 88.00 93.00 
No. 3... 78.60 80.00 80.00 86.00 


No. 1 Dimension 
; 14’ 16’ 18’ 20’ 

2x 4 93.00 94.00 96.00 106.00 106.00 

2x 6 89.00 89.00 90.00 100.00 100.00 

2x 8 92.00 92.00 94.00 100.00 102.00 

2x10 102.00 103.00 103.00 111.00 

2x12 108.00 108.00 108.00 119.00 124.00 


No. 2 Dimension 


2x10 86.00 87.00 87.00 93.00 95.00 





2x 4 69. 

2x 6 68.00 

2x 8 67.00 

2x10 67.00 

2x12 61.00 

REDWOOD 
Finish 

14%x6 A&Btr Siding.............. 120.00 
we Se. ee 150.00 
TES BU Otl Meee. codec ccccver 185.00 
ee fy Be ee 170.00 
ee ee ee 180.00 
ee ee eee 195.00 
EBRD Behe Me hoo ce beecdescows 210.00 
ERS. Wes be Pe eke scncieweees 220.00 


Prices for red siding in mixed cars, 
new bundling, 6 to 18 are: 
Beveled Siding, % Inch 


Clear ae) nad —_ 

%x4 inch ...... 95.00 83.00 75.00 
7eeS INCH .cccse 120.00 118.00 88.00 
7eES INCH 1.040% 155.00 143.00 120.00 
MeEG IRCN 246 wks 185.00 173.00 130.00 

Clear Bungalow STs” % Inch 

Pres 0.00 198.00 160.00 

: eee 330. 00 218.00 175.00 
ek. eee 230.00 228.00 165.00 


Finish, B and Btr, S28 or 4S, 
6-16’ or Rough 


Oe rrr rer re 145.00-165.00 
i | er rere ree ere 175.00 
Cl) ee eee eee 185.00 


Ceiling or Flooring, 
B and Btr., 9-16’ 





B&Btr. Cc D 
Be he cw casera ee 100.00 97.00 85.00 
eee eee Se 100.00 97.00 85.00 
RED CEDAR SHINGLES 
Royals 
ak Se eee a an 12.00-12.25 
EE 14 oi dr aed ie Since oelerel 9.00- 9.50 
INE oc00 dith vee bsd milacxcereiincwncaiale 6.00 
Perfections 
ee a see 9.25 
. «: » , aoe © 
ee ie 2 ee 4.25 
xx 
i yget VL GE: ARS arses Snare 8.25 
me ek 2S eee 
BO POPE GEO bce beste eeanen 4.25 
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ENGELMANN SPRUCE 


Boards and Shiplap 

(dry) 1x6 1x8 1x10 1x12 
No. 2&Btr..103.00 105.00 105.00 107.09 
_No. 3&Btr.. 82.00 84.00 85.00 84.09 


2x12 72.50 72.50 72.50 76.50 76.59 
No. 2 Dimension 
2x 4 63.00 63.00 63.00 63.00 63.00 
2x 6 63.00 63.00 63.00 63.00 63.00 
2x 8 63.00 63.00 63.00 63.00 63.00 
2x10 63.00 63.00 63.00 63.00 63.00 
2x12 63.00 63.00 63.00 63.00 63.00 
(Boards graded No. 1, 2, 3, at flat 
price; no price for straight No. 2. Mills 
do not grade out No. 3 Dimension sepa- 
rately as in fir.) 





WESTERN HEMLOCK 


Vertical Grain Flooring 
B& Cc D 
140.00 100.00 


a eS, I * % 135.00 125.00 93.00 

1x6 errr rere 155.00 150.00 100.00 
Drop Siding 

1x6 (Pat. #106).145.00 135.00 105.00 

1x6 (Pat. #116).145.00 140.00 105.00 

ot 


105.00 00 «6 
ae eee 110-120 ive. -115 90.00 
Boards and Shiplap and 2” (Dry) 
1x6 1x8 1x10 1x12 
Me. 2 .csedee 82.00 82.00 82.00 
IO. BS scucteee 77.00 77.00 177.00 
No. 3 ....62.00 64.00 64.00 64.00 
No. 1 Dimension ) 
12’ 14’ 16’ 18’ 20’ 


4 177.00 77.00 82.00 82.00 82.00 

2x 6 77.00 77.00 77.00 82.00 82.00 
x 8 79.00 77.00 77.00 77.00 82.00 
2x10 77.00 79.00 77.00 77.00 82.00 
2x12 77.00 77.00 77.00 77.00 82.00 


2x12 68.00 68.00 68.00 68.00 68.00 
~ 7 es 


Se PRS Sk eer serene 54.00 
Ser eee rere 53.00 
BC Sn cctainkiee Boss baseew ew eteseue 52.00 
er err nee eee 51.00 
DE ati Mee Cet el sends eeeb besa 51.00 





Clear Pin #§x2% #§x1% 
White ..195.00 165.00 i 
Red -195.00 165.00 145.00 135.00 

Sel Plain. 


White ..165.00 145.00 125.00 110.00 

Red ....165.00 145.00 125.00 110.00 
#1 Common 

White ..145.00 115.00 55.00 45.00 


Red ....145.00 115.00 55.00 45.00 
#2 Mixed .100.00 75.00 50.00 40.00 
15” Shorts 


Btr. ....110.00 85.00 45.00 35.00 
#2 Com, .. 85.00 65.00 40.00 30.00 





WESTERN RED CEDAR 


Prices for red cedar siding in mixed 
cars, new bundling, 6’ to 18’ are: 
Beveled Siding, % Inch 


Clear 08 4.90 “——_ 
26m6 inch ...ss 70.00 68.00 50.00 
3X0 INCH ..<0-s 80.00 75.00 55.00 
SRC IGM cece 100.00 88.00 75.00 
328 imen ...<a< 130.00 128.00 95.00 


2: eae 170.00 168.00 130.00 
BO SOM 65.0 60ers 173.00 178.00 145.00 
eS errs 190.00 190.00 150.00 


Finish, B and Btr. S2 or 48S, 
6’ to 16’ or rough 


ETE, "a leraleia\ar a ter a Frei b. ew 3d come ie eee 240.00 
ETT etic Ps dc is epee ah SO 250.00 
oo eee arr ee er Tee 250.00 

Ceiling or flooring, B and Btr. 9-16’ 
B&Btr. Cc 
Seer. 105.00 100.00 90.00 
NES 1h SiS ew eitrwe eee 120.00 115.00 95.00 


Discount on mouldings, 6-20’ odd 
lengths. 
Series 8,000— 

—_ under 4.00—list plus 35 per 


Lanting ~ and over—list plus 35 


per cen 

Clear Lattice, 6-16”, 5-16’ 
ME auu ahee dened Germs beds hes 1.50 
SPU bcewasceers cases eceeneesees 1.75 
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this is your program! 


It works like this 


You send us your mailing list. 


Select the list you want to cover with HOME Maintenance & 
Improvement and send to us. We can accept any quantity over 
100 names. 


Mailing will be made quarterly. 


New orders are being accepted now for 1952 issues — to be 
mailed by March Ist, June Ist, Sept. Ist, and December 1st. 
But in order to get in on the program you must reserve your 
copies now. 


Your list is protected against duplication. 


All lists are carefully checked to avoid duplication. That means 
your list is yours alone. You will also be notified of any returns 
— so your list will always be up-to-date. 


Total cost only llc per copy. 


You get all of this for only 11c per copy — the magazine — 
imprinting — postage — and list handling. 


HOW CAN IT BE DONE FOR THAT PRICE? 


HOME Maintenance & Improvement carries advertising of nationally 
distributed — reputable building products — the types you handle in 
your yard. 


All editorial and advertising is aimed at helping you sell these products. 
You get the advantage of both — in your own magazine. 

That’s why HOME Maintenance & Improvement is really a sales promo- 
tion program for you — paid for largely through the advertising of 
the manufacturers in this industry. 


That's why the cost to you is so low 

— actually just the postage — im- 
rinting—and handling. 

pita ™ 139 N. Clark Street 

We repeat — you have never been Chicago 2, Illinois 

offered so powerful a sales tool for 


only 


] 3 Cc WG cccceoenee 
PER SALES ites 
CONTACT hitting: .....ccetcon 
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This is what your 
fellow dealers write 
about HOME 





Your HOME magazine is excellent. Many of our 
readers telephoned d exp d their thanks 
for having been included among those who re- 
ceived the magazine. The response was so grati- 
fying, we are enclosing 2 new mailing list and 


have added many names. 
Midland, Michigan 


Kindly rush 10 copies for our own use, as we 
are getting inquiries by phone. 
Hartford, Connecticut 


Your HOME magazine hit our mailing list about 
two days ago, and already we are being called 
on to supply everything from garage doors to 


sink rims. 
Wallkill, New York 


The mailing list we furnished has received copies 
of your gazi The ts have been most 
favorable. People have asked to be placed on 
the list who did not receive the magazine but 
who saw it in the hands of others. 
Albuquerque, New Mexico 





Please advise us if we can increase our mailing 
list on HOME magazine. It ties in beautifully 
with our present campaign. 

Sioux Falls, South Dakota 


We want to express deep satisfaction with the 
fine job you have done in getting out such a 
good magazine, Already it has caused much com- 
ment amongst those who have been our cus- 
tomers and otherwise. 

Staunton, Virginia 


We would like 25 copies of the current fall 
issue of HOME magazine as quickly as possible. 
We have already had some calls concerning 
items appearing in it from persons on our 
mailing list. 

Oklahoma City, Oklahoma 


The results of the first issue of your magazine 
were indeed very gratifying. While we did not 
keep an accurate count of the number of calls, 
we do know that we were successful in selling 
one complete house job within one week after 
this particular customer had received your 
magazine. 
Phoenix, Arizona 





Please reserve ............ 


inca My mailing list is enclosed. 


pages My mailing list will be in before January |5th, 1952 (final date) 


ewe n ewe we ew ee ee eee eee eee eee eee eee eee eee eee eee eee eee ee 


Home Maintenance & Improvement 


copies of HOME Maintenance & Improvement 
beginning with the spring issue to be mailed March I, 1952. 














FOR VALUE! 


As King Arthur's renowned cham- 
pions were ever eager for a test 
of strength and skill on the field, 
so does this modern champion — 
the Wisconsin Knight—invite com- 
parisons and tests for strength and 
service against any other of its 
kind. Made in Detroit, world cen- 
ter of production perfection, by 
skilled craftsmen using the finest 
tools and materials, the Wisconsin 
Knight's design assures the best 
flush door man can make. 


WISCONSIN KNIGHT FLUSH 
DOORS ARE FULLY GUARAN- 
TEED! 





Wisconsin Knight flush doors are all wood throughout. The 
strong, stable cores (available in hollow, solid and half-solid 
styles) employ no substitute materials, wide rails and double 
lockblocks ease the job of fitting and hanging, air vents main- 
tain a humidity and temperature balance. The beautiful faces 
are of birch and gum, sanded to velvet smoothness. Wisconsin 
Knights come in 23 different models, interior and exterior, 
1% and 1%... a door for every need. 


BEST OF ALL—Wisconsin Knights challenge other doors with this 
test: Most value for least cost. Wisconsin Knights are priced to 
meet any competition, and they will appeal to 
the thriftiest of buyers. 


Check on these statements! Wisconsin Knight 
challenges you to investigate! Write, wire or 
telephone for full information—now! 


DISTRIBUTORS—Write for prices, terms. 
RETAILERS—Write for name of your distributor. 






Call Collect, if you wish: 
TExas 4-8008 


"THE DOOR ON WHICH PROFITS HINGE" 


a 
Pat. 
Of. 


WISCONSIN FLUSH DOOR 


Manufacturing Company 
10101 Lyndon Avenue Detroit 21, Mich. 

















Letters to the Editors___ 


Oh Yes! We HAVE Changed 


To the Editors: The American Lumberman has 
certainly changed from the magazine I knew it to 
be back in the Thirties. As a matter of fact, I re- 
luctantly subscribed to it, because I don’t like to 
subscribe to anything that I don’t plan on reading 
... @ Magazine that reports yesterday’s lumber mar- 
ket and a few stories of the doings of the associa- 
tions is a magazine that a busy man can’t afford 
to have around. But your present magazine is truly 
a merchandising manual ... a lot of punch to the 
inch. Since I had such a low regard for the previous 
book, I felt duty bound to give you my present senti- 
ments as above expressed. 

Frank Saturn, owner, Cayuga Lumber Company, 
Ithaca, N. Y 


Salesmen vs. Mailing Pieces 


To the Editors: I hope the time will soon be here 
again when a wholesaler’s salesman will come in— 
sit down—and unfold his wares. As of now—50% 
to 60% of one’s mail is circulars. 

See what I mean? And imagine the humbug when 
a fellow is away from his desk three or four days 

. a pile of 200 letters, and 125 of them literature 
you don’t even ask for. Have I a gripe? 

P. S. We really enjoy reading ads in American 
Lumberman. 

Alex M. Stagg, Jersey City, N. J. 


This Sales Manager IS Creative 


To the Editors: Please send us all available pam- 
phlets or literature regarding “The Creative Sales 
Manager” mentioned in your article in the Decem- 
ber 1, 1951 issue of the American Lumberman. 

J. S. Whitney, sales manager, Monarch Lumber 
Co., Inc., Littleton, Colo. 

Above letter refers to “The Seven Stages of Sales 


Management,” second in a series of articles by Arthur 
A. Hood. 


250 Have Gone Out Today 


To the Editors: Would it be possible for us to 
obtain 250 copies of your survey of retail dealer 
selling practices? I don’t believe any information 
is as good as this—telling our distributors how to 
best help their dealers. 

W. B. Tyrrell, advertising manager, The Mengel 
Company, Louisville, Ky. 


Pamphlets Are Available 


To the Editors: I was interested in your “Seven 
Stages of Sales Management” as outlined in your 
December 1 issue. Would you be good enough to 
send me the pamphlets covering the “38 things” 
and the “22 things” mentioned. 

I am not sure whether these are the various 
points that you had outlined in the previous article, 
but I noted them at the time, and they certainly 
were very good. 


A. Fletcher Marsh, president, Marsh and Truman 
Lumber Company, Chicago, Ill. 


December 29, 1951, AMERICAN LUMBERMAN & 














Qo = 


It 


ot 


ith a fi 





1 i a ee ee” | 











EDITORIAL 


™ American 


MUloalel=\anatela 





& BUILDING PRODUCTS MERCHANDISER 


December 29, 1951 


How Much Has Inflation Affected Our 


Operating Efficiency ? 


It is a good time to check upon how good we really are! 


DECEMBER 31, 1951—This date marks the 
end of the eleventh year of artificial and ab- 
normal supports to sales volume in the building 
industry. For 11 years our business has been 
supported by: (a) preparation for war; (b) 


war; (c) the aftermath of war shortages and | 


(d) the defense armament effort. 

Tens of billions of dollars of artificial buying 
power has been created by the expedient of 
deficit financing, the printing of bonds, deposit- 
ing them in banks and issuing currency against 
them. Our 1939 lumber and building material 
dollars have been inflated by 175% in the process. 

In the light of these facts it might be well at 
the close of this year to pause, take careful meas- 
urement, and weigh the progress we have really 
made! 

Our building material production (tonnage) 
has increased 40% over the 1939 figures. In 
these same 11 years our population has increased 
20%. And the real per capita buying power has 
increased 20%. The average company’s sales 
opportunities in tonnage and consumer purchas- 
ing power has increased 40%. 

So to get a realistic picture of a company’s 
selling progress over the ll-year period, the 
following formula might be used: 

1939 sales volume, plus 40% for actual in- 
creased sales opportunity, plus an additional 
175% (this is the inflation factor over the 11 
years). : 

Example: 

1939 Sales Volume = $100,000 

Plus 40% Increased Opportunity 40,000 


$140,000 
Plus 175% Inflation Factor 245,000 


$385,000 


BUILDING Propucts MERCHANDISER 


For each $100,000 in sales volume that a build- 
ing material company was doing in 1939, it 
should have $385,000 in volume in 1951—if the 
company has grown with its sales opportunity! 


Any company with this ratio, 3.85 to 1 of 1951 
— to 1939 sales, has reason to congratulate 
itself. 


Companies with higher ratios are exceptional. 
Companies with a lower ratio may find one of 
four factors present in their market: 


(a) Their trading area population has not 
kept pace with the country’s growth. 


(b) Their dealer competition has grown 
faster than they have. 


(c) Increasing sales volume has by-passed the 
local dealers through direct sales by man- 
ufacturers, wholesalers, applicating con- 
oe and mail order houses, truck- 
ers, etc. 


(d) An increase in the number of local lum- 
ber dealers. 


It is probable that we will have continued in- 
crease in building material production, dollar 
inflation and consumer buying power at least 
for the duration of the defense stock-piling 
program. 


In budgeting sales volume for the years ahead, 
it would seem, therefore, more realistic for a 
company to do so on an increased tonnage basis, 
rather than on a dollar and cents quota. 


..... Art A. Hood 
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INDUSTRY AND EDUCATIONAL LEADERS at the entrance of model lumber 


store—Campus Lumber Co., Akron, Ohio. 


Left to right, Dr. Warren W. Leight, 


head of the department of commerce of the University of Akron. Arthur A. Hood, 
American Lumberman, and Findley M. Torrence, secretary, Ohio Association of 


Retail Lumber Dealers. 


How to Improve Your Business 


Practical study by Akron University students, 
in cooperation with local dealers, offers operational 
check points for every building materials dealer. 


The Akron, Ohio lumbermen 
have joined the University of 
Akron in a unique, behind-the- 
scenes study of the building 
materials business and its prob- 
lems. 

Dealers throughout the 
country, relaxing on the crest of 
the current business boom, could 
well take a lesson from Akron, 
Ohio building materials dealers 
who are taking steps now to 
guarantee the growth of their 
business. 


Provides New Ideas 


The project, first of its kind 
in the nation, is paying the 
dealers big dividends by pro- 
viding fresh, sound ideas for 
stepping up retail sales; at- 
tracting new, college-trained 
talent to the building materials 
field; and focusing city-wide 
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attention on the importance of 
the lumber retailer to the com- 
munity. 

The program was conceived 
by Dr. Warren W. Leigh, head 
of the university’s department 
of commerce, and a group of 
the city’s far-sighted lumber 
dealers. It includes: 

1—A merchandising clinic. 

2—Creation and operation 
of a model lumber store. 

3—Student survey of local 
lumber dealers. 

4—-Student suggestion con- 
test. 

The merchandising clinic, 
which opened the project, was 
headed by Arthur A. Hood, 
editor of American Lumber- 
man, and Findley M. Torrence 
of Xenia, Ohio, secretary of 
the Ohio Association of Retail 
Lumber Dealers. 


Thirty-four Akron _ urea 
dealers and building mate. 
rials salesmen, representing 
virtually every district lumber 
yard, participated along with 
the department of commerce 
students. 


Retailer in Vital Role 


Hood emphasized the vital 
role the retailer plays in dis- 
tributing goods to the con- 
sumer, in order to assure con- 
tinued peak production and 
employment. He pointed out 
that half of the retailer’s sales 
volume represents mere order 
taking and urged _ greater 
effort to improve merchan- 
dising methods now, before a 
business slump forces drastic 
action. 

In forecasting a promising 
future for the lumber retailer, 
Hood predicted that many 
thousands of homes built in the 
current construction boom will 
have to be expanded because 
they are too small for the fam- 
ilies occupying them. 


Foster Competition 


Torrence urged the dealer to 
foster competition as a -stimu- 
lus to business, and concen- 
trate greater effort. towards 
selling the lumber retailer as 
an important asset to the com- 
munity. 

The . student survey, pre- 
sented during the clinic, 
showed that overall the Akron 
lumber dealers are doing a 
better job of selling than other 
dealers on a nation-wide basis, 
particularly in training sales 
personnel and housekeeping. 

However, they received a 
poor rating in such categories 
as store identification, lighting 
facilities, arrangement of de- 
partments and displays. 


Survey Summarized 


The survey, conducted by 
the students without the deal- 
ers’ knowledge, covered every 
lumber yard in the Akron area. 
Each Akron dealer received a 
summary of the rating of his 
store and a comparison with 
local and nation-wide stand- 
ards. The data is being utilized 
by the dealers in improving 
their weak points. 

The model store, unveiled at 
the clinic, will be used by the 
students in continuing’ the 
study of building materials re- 
tailing. To overcome space 
limitations, the store featured 
wall displays of lumber, mold- 
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MODEL LUMBER STORE becomes a campus classroom 
for University of Akron students in building materials 


merchandising clinic. 


ing, floor coverings and hard- 
ware. Emphasis was also 
placed on the division and ar- 
rangement of departments and 
the merchandising of power 
tools. 


Student Contest 


One important part of the 
program is a student contest 
for the best suggestions on im- 
proving the operation of a 
lumber yard. Authors of the 
best suggestions will receive 
prizes of $100, $75, $50, $10 and 
$5. The prizes are being con- 
tributed by Weather-Seal, Inc., 


“PLACE OF busi- 
ness’’ survey 
chart is examined 
by three students, 
left: Lawrence 
Garcia, Peter C. 
Hensen and Jack 
McBlhiney. On the 
right are Hood, 
Torrence and 
John O’Brien, di- 
rector of the Bet- 
ter Business Bu- 
reau of Akron. 





MILLWORK, BUILDERS HARDWARE, power tools, paint 
and scores of other items found in the progressive dealers’ 
Akron 


store are seen in the model store furnished by th 
dealers. 
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Student reaction to the pro- The dealers were surveyed on five merchandising ° ro) 
gram has far exceeded expec- aspects of their business without their knowledge. “4 8 < ‘in 
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*Room for Material Improvement. 


publicity. 
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FATHER AND SON manage the firm, 
which has been on the same site for 
25 years. Bob Paulsen, standing, be- 
side his father in the latter’s new 
office. Walls are covered by a photo 
mural of a mountain scene. 





OFFICE DESKS are in the open, 
bringing the customers into close con- 


tact with the salesmen. Corner post 
from old building is hidden by rack of 
manufacturers’ literature. 


Business Up 80% 


* 


PLENTY OF PARKING SPACE was provided by M. H. Paulsen Lumber Co. 


when the firm modernized its new yard. Entrance was angled to take advantage 


of passing traffic 100 yards away. 


4 ig yy 
NEW TYPE OF DOOR readily con- 
vertible to cold weather use by remov- 
ing lightweight screen panel from be- 
hind the door design and inserting 
aluminum-trimmed glass panel, is one 
of the featured floor displays. 


That’s what happened to M. H. Paulsen 
Lumber Co., Milwaukee, after the company modern- 
ized its store for greater homeowner traffic. 


What can a dealer expect in 
the way of increased business 
when he modernizes his sales 
room? 

M. H. Paulsen Lumber Co., 
Milwaukee, which celebrated 
its 25th anniversary last Au- 
gust, has a very definite answer. 
Since its attractive new build- 
ing was completed, sales in- 
creased 80%, and six new 
employes were added; three in 
the office and three in the yard. 
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“There’s been a general trend 
toward more business,” M. H. 
Paulsen, president of the firm 
commented. “But we think that 
our larger space, which enables 
us to serve customers better, 
coupled with a far better dis- 
play of merchandise, have been 
important factors. Point - of - 
sale displays have enormous 
selling power. Our new recessed 
brush display, for example, 
sells a lot of brushes now. We 


used to keep them in a drawer, 
consequently we never sold 
many.” 

The new quarters are 30x45 
compared with former space of 
18x20. Exterior walls are brick; 
window sash, aluminum. The 
north wall is plate glass from 
floor to ceiling; the handsome 
entrance door is also plate 
glass. This entrance was placed 
near the east end of the build- 
ing, and angled invitingly to a 
main traffic thoroughfare a 
block away. 

Several things were accom- 
plished by this angle place- 
ment: customers are attracted 
to the yard from the highway; 
a square outline of the building 
was avoided; architectural in- 
terest for the entrance was 
gained. A concrete planting 
box for evergreens at one side 
of the entrance adds further 
decoration and blends with a 
well-kept lawn along the east 
side of the building and the 
yard. 

A step-up from street level, 
which might have been a minor 
disadvantage had it been al- 
lowed to remain outside the 
building (as formerly), was 
converted into an asset by put- 
ting a shallow step inside the 
entrance door. 

Roof trusses eliminated the 
need for interior columns and 
kept the floor area flexible. The 
only interior support is the cor- 
ner post of the old building, 
and this was cleverly utilized 
for the center of a revolving 
display rack of manufacturers’ 
literature. 

Interior walls are plastered, 
except for one wall paneled in 
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limed oak. Sound control was 
secured with ceilings of incom- 
bustible vermiculite acoustical 
plastic. Besides keeping the 
rooms quiet and restful, the 
ceilings act as a selling display. 

The tasteful color scheme is 
pale green and burgundy. 
Woodwork, wall cabinets, and 
furniture are limed oak. Dis- 
play islands have tapered bases 
with enclosed storage shelves 
for extra stock. Office desks 
and the sales counter have 
tapered bases, also. Chairs have 


FIXTURES WITH STORAGE SPACE inside were made by 
a contractor customer. A top shelf runs the length of each 
fixture, providing space for samples and placards. 


burgundy leather seats. All 
furniture and fixtures were 
made to order by a contractor 
customer. 

“We wanted something out 
of the ordinary,” Robert Paul- 
sen, son of the president, and 
secretary of the firm, explained. 
“That’s one reason we haven’t 
blocked off our desks from the 
front. We tried to keep away 
from the old ‘gate-and-fence’ 
idea. We wanted to have people 
come in and talk with us, in- 
stead of going to a counter, and 


EIGHT LOADING DOCKS at the new warehouse speed 
deliveries by the firm’s four trucks. 





we kept our personnel easily 
accessible. When we laid out 
the store, we gave special atten- 
tion to circulating traffic effi- 
ciently and got some excellent 
ideas from American Lumber- 
man.” 

An interesting and _ useful 
small piece of equipment of 
Paulsen design is a vertical file 
for delivery, hold, and millwork 
orders. It resembles in principle 
the tapered partitions for hold- 
ing stationery in typewriter 

(continued on page 54) 




















SEADRIFT PANELING 
Vutroduciug 


Rosboro’s latest addition to their already 
complete list of superior products. 


This distinctive paneling with its “pecky 
surface”; and unusual coloring and tex- 
ture is excellent as a new approach to 
decorating any interior; home, office, or 
display room. 













A wide range of finishes and colors can 
be used to enhance the beauty of this 
fine weathered wood. 





Seadrift paneling is furnished in all ran- 
dom widths. it is K.D. and manufactured 
in accordance with Rosboro high stand- 
ards of quality. 


We will be glad to furnish samples upon 
request. 


ROSBORO 


Lumber Company 
Springfield, Oregon 





BurLpinG Propucts MERCHANDISER 















i 


SPS i, atl ae scala at 


owner, watches. At the right, Lubecke shows how furring 
strips are applied to make a nailing base for the paneling, 


PREPARING THE ROOM for application of Hines panel- 
ing is the first step undertaken by carpenter-contractor 
Dennis Lubecke of Chicago. Mrs. Harry Nusbaum, the 





Paneling Know-How Helps Illinois Dealer Makes Sales 


Hines manager in Evanston uses advertising, pt lege the ng og Hines 

° ° m ~ 

store displays, product knowledge and service to help ried ads ” iabeoiiog” coinelaal 
prospects get the paneling job they want. These ads have stressed the 
availability of the paneling and 

have shown attractive ways in 


How a continuing advertising shown in the accompanying en can be. apgmes 
campaign to promote the use of _ photos. _ When the Harry Nusbaum’s 
a particular product pays off is In Chicago and surrounding of Chicago Gechded to wale « 

second floor spare room over 

6 into a library and _ television 
room, they had been so exposed 

There’s Nothing Like A Wood to the Hines advertising on pan- 

. : ; PaneledRoomForSolidComforr cling that it was natural for 
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nearest Hines Yard—and also see Hines selection of hardwood 
and softwood plywood panels which are so easy to apply. 
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PECKY CYPRESS— For an unusual rustic type paneling, 2 
Hines Pecky Cypress creates an interesting effect. Bd. ft 2 ¢ 
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AFRICAN MAHOGANY—This luxurious paneling will give 
4 ‘ J you a den, library of office which will bring you 49 
\o2 ~ : endless pleasure. Sq. ft. c 


f 
* 4 BLONDE PRIMA VERA—An African wood with the same 
= j characteristics as Mahogany—blonde in color, very 49 
> good for modern intenors. Sq. ft. € 
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Acoustical CENLING TILE 


? OX d rd o> aaa RECESSED PLASTER ube 5S CROSS PANEL DOORS—or CORNICE MATERIAL—cwr ed ‘umn a and 
CONSISTENT ADVERTISING PROGRAM featuring ideas and prices cause MANAGER DEBILLE shows a visitor 


prospects to think of Hines when they decide to remodel a room. at the Hines’ Mears yard how paneling 
can be adapted for doors. 
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SOLID PANELING means boards of the same material 


can be used for built-ins such as bookcases. In the close-up, shop. 
Dennis Lubecke, carpenter-contractor, shows how book- 


them to drive over to the Hines’ 
Mears yard in nearby Evanston 
to ask questions. 

At the yard, the Nusbaum’s 
soon met Mr. W. deBille, the 
manager. DeBille, among other 
things, has made himself an ex- 
pert, not only on the various 
patterns and species of paneling, 
but also on application methods. 

After the Nusbaum’s explained 
about the size and shape of the 
room, the use it would be put to, 
and the atmosphere they wanted 
to create, deBille suggested the 
use of African Mahogany. Be- 
cause the room was relatively 
small, he recommended that the 
paneling be applied horizontally, 





NEWLY PANELED ROOM is admired by the proud owner, Mrs. Harry Nusbaum. 


which would tend to make the 
room appear bigger. 

Because deBille has installed 
at the yard various kinds of 
paneling—using various appli- 
cation methods—the Nusbaum’s 
could see for themselves exactly 
how their room would be fin- 
ished. They became convinced 
deBille’s suggestions would re- 
sult in the kind of room they 
envisioned. 

The next step was finding a 
man to do the work. Here, again, 
deBille was ready to back his 
product knowledge up with serv- 
ice. He gave the Nusbaum’s a 
list of qualified carpenter-con- 
tractors. From this list, the 
Nusbaum’s picked Dennis Lu- 


Hines’ advertising gave Nusbaums idea for room; Hines’ service made completion 


of the room possible. 
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case is assembled on job after parts are fabricated in his 


becke to apply the paneling. 

Working in conjunction with 
Hines, Lubecke has developed 
and done so much remodeling 
work that he has learned how 
to do a job with a minimum of 
fuss and bother for the owner. 
And he, like deBille, has learned 
how to make the best use of 
various panelings by using ex- 
pert application techniques. 

The end result of such special- 
ization of knowledge on the part 
of Hines, their managers—such 
as deBille—and their cooperat- 
ing contractors, like Lubecke, is 
large numbers of paneling sales 
to customers who are satisfied 
because they get what they 
want. 


CLOSET DOOR in keeping with rest 
of room shows versatility of wood 
paneling. 


27 












FIRE INSURANCE 
133%, 
ACCIDENT 


INSURANCE 100%, 






100%, 


TRUCK COSTS 







 “cewen | 









Skilled management needed to offset today’s increased operating costs. Figures above show approximate increases 1940-1950. 


Increased Operating Costs -- How to Keep Them 


Low as Possible 


Second in a series of articles dis- 
cussing the factors influencing your 
gross profits. 


By EVERETT C. PARKER 


President, Patten-Blinn Lumber Company 
and Southern California Retail Lumber 
Association* 


The _ straight-time weighted 
average in Los Angeles County 
for wage earners in lumber 
yards is now $1.7714 an hour, 
and the average earnings if ac- 
tual payroll was figured, would 
be 5c or 6c more because of 
overtime. The industry does 
not have average figures over 
the years. Our company has 
taken its payrolls of November 
1, 1939 and multiplied them by 
the rates in effect on November 
1 of each year from 1932 to No- 
vember 1950. 

On November 1, 1932 the av- 
erage earnings per hour were 
50c; November 1, 1940—82.3c; 
November 1, 1944—$1.17; No- 
vember 1, 1945—$1.248; and 
November 1, 1950—$1.746 per 
hour, and November 1, 1951 
with 9c added will make it 
$1.836 (or a trifle more on ac- 
count of overtime on the 9c). 
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The average for 20 years, 1932 
to 1951 inclusive, was $1.053 
per hour. We are now paying 
74.4% more than a 20-year 
average. We are paying in 1951 
in wages 2.23 times the 1940 
rate and a perusal of your 
salary rolls will show, I think, 
that they are in about the same 
proportion. 

Putting it another way, your 
payments for employes have 


- inereased in 1951—123% over 


1940, and incidentally, the cost 
of living in July 1951 was 
83.4% more than July 1940 ac- 
cording to the U. S. Depart- 
ment of Labor for the Los An- 
geles area. As you know we 
have just concluded labor 
negotiations in Los Angeles for 
the year ending June 30, 1952. 
In the light of the facts just 
presented you are justified in 
asking why we did what we did. 
Again the unions had the help 


of the government. For weeks. 


prior to our meetings day by 
day radio reports and news- 
paper articles told of the Wage 
Stabilization Board ruling that 
10% over January 15, 1950 
could be given without ap- 
proval. On this score we were 


almost licked before we started. 

We also gave two weeks va- 
cation after three years instead 
of after five years because area 
practice in this regard is well 
established. We also gave $4 
per month per employe for 
health and welfare benefits, 
which is just starting some- 
thing we can’t finish. 

To go into all the details of 
the negotiations is out of place 
here. It is my opinion that if 
practically any one of you had 
all the facts we had, and knew 
the currents and cross currents 
we knew, you would have done 
what we did. The payroll fig- 
ures I have given.you are only 
earnings per hour on a payroll 
and do not include all labor 
expenses per hour. The av- 
erage straight-time rate in Los 
Angeles as of now is $1.7745 
per hour, arrived at by audit. 
The industry is inclined to use 
this figure in costing problems. 

I have worked out additional 
costs to the straight-time rate 
—six paid holidays cost 4.1c 
per hours, an average of 114 
weeks vacation is 5.lc, an av- 
erage of about 5% overtime or 
two hours per week per em- 


cC. 
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ploye is 4.2c. Then you pay for 
State and Federal Unemploy- 
ment 4.3c. For Social Security 


2.6c and for Compensation and — 


Accident about 3.4c. This makes 
a total of 23.7c additional per 
hour or about 13.35% that an 
employe costs you over the 
straight-time rate, and if the 
health and welfare of $4 per 
month is approved this will cost 
2.3c an hour more. 





YARD LABOR 120% 


Conditions beyond our con- 
trol are responsible for a large 
proportion of the increased 
cost of doing business, but a 
considerable amount of the in- 
crease in expenses can be laid 
directly at the door of the lum- 
ber industry itself. Unnecessary 
and extravagant competitive 
practices are responsible for 
much of it. In a good year 
lumber dealers are inclined to 
get liberal with wage and 
salary levels, bonuses and other 
such items, easy to start, but 
most difficult to stop. The ex- 
cessive wage increases in the 
northwest mills, and I could 
say in the yards in Southern 
California, have been caused in 
this very manner. 

In trade practices, if one yard 
puts into effect an unnecessary 
or extravagant service, it is 
not long before every dealer has 
to do likewise and the cost of 
doing business gradually in- 
creases. 

Lumber dealers must prog- 
ress. We must give proper and 
intelligent sales service to the 
buying public and adequately 
promote the use of lumber and 
other materials we handle. But 
just remember one thing—that 
the wonderful sales advantage 
caused by the unnecessary, ex- 
traordinary and extravagant 
service of the one yard today 
becomes the burdensome ex- 
pense of all yards tomorrow. 

Ten years or so ago when 
lumber dealers did compare 
statistics there was much dis- 


cussion of what it cost to take 


lumber from the top of the pile 
to the job and collect the 
money. Lumber was given that 
proportion of the expense that 
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dollar sales of same compared 
to total sales, and with cartage 
received being a credit against 
cartage expense, and with 
wharfage and handling, unload- 
ing cars hauling to yard piler’s 
labor and milling being con- 
sidered an addition to invoice 
cost or a purchase. It was 
generally estimated that it cost 
for normal lumber companies 
right at $8.50 per M from top 
of pile to job. In the 1920’s and 
1930’s. If you are doing just 
a normal business then it is 
probable that it is costing you 
about double the amount per M 
it did in the 1920’s and 1930’s. 
The industry in my opinion 
would be better stabilized if it 
mostly forgot the price per M 
on costs and worked with per- 
centages. You are entitled to 
the increase on the dollar 
value; interest,- taxes, insur- 
ance, and all manner of ex- 
pense is based on the dollar 
value and we should add a per- 
centage markup on our goods 
and not a per M markup. 

I was interested the other 
day in looking over a “Cost of 
Doing Business” survey com- 
piled by the Kentucky Retail 
Lumber Dealers Association. 
Seventy-seven lumber dealers, 
doing $28,933,096 worth of 
sales, sent in reports for 1948 
all made out the same way. 
The survey showed expenses 
(exclusive of cartage expense) 
and before income tax of 18.9% 
on sales. If the industry in 
Southern California in 1951 
would turn in their figures all 
made out the same way, I am 
inclined to think that the com- 
posite figure would not be too 
far different—maybe a little 
less, maybe 14 to 34 of a point 
less. 

Comparing 1950 with 1940 I 
think the composite expenses 
of the industry were about the 
same percentage on sales, the 
increased expenses equaling the 
increased sales. Most people, 
and particularly union leaders, 
think that the retail lumber 
dealer has hiked prices beyond 
all reason, but this is not true. 

For instance in our own case 
comparing the same yards in 
1950 as in 1940, owr sales of 
lumber and merchandise were 
2.6891 times in 1950 what they 
were in 1940, in dollar volume; 
our dollar expense was 2.5976 
times as great; our average lum- 
ber sales price in 1950 was 2.789 
times what it was in 1940 and 


our average purchase price of 
lumber was 2.861 times what it 
was in 1940. 

In looking over the Kentucky 
survey, the gross margin on 
sales was 26%. If the industry 
in southern California in 1951 
would turn in figures, I feel 
sure that the gross margin 
would: be several points less, 
maybe 414 points less. I have 
also been looking at statistical 
information on other industries 
and am surprised at the gross 
margin of profit they must ob- 
tain. The U. 8S. Steel Co. in 
1950 made net 15.2% on sales 
before Federal income taxes. 
They couldn’t buy a bar of steel 
for $80 and sell it for $95, pay 
expenses and make 15% net in- 
come on sales, could they? 

I will not burden you with 
the multitude of companies 
making 15% to 25% on sales 
before Federal income taxes. 
Why is it that the lumber in- 
dustry in southern California 
has to content itself with a low 
gross margin and consequently 
a low net income on sales? 
Well, there are a good many 
reasons; they are not new and 
have been stated and talked 
over before. 


When I was a kid | lived in 
Redlands and on Saturday a 
whole bunch of kids would go 
to the Santa Ana River Wash 
and play games. One of the 
most popular games was to 
play “follow the leader.” Some 
kid took it upon himself to be 
leader and all the kids fol- 
lowed. Sometimes the leader 
would go through a pile of 
squashy oranges that had been 
dumped there, then maybe right 
through the river, and then 
again over the bank of a deep 
ravine or channel made by 
some flood waters. If he can 
do it I can do it too, that was 
the spirit, and many a kid was 
hurt going over the precipice. 

Today lumbermen in south- 
ern California are playing this 
same old game, following the 
low price leader, not always 
the same leader; the leaders 
change as each one gets tired. 
Lumber dealers following this 
week’s price leader are too 
often going in through the 
squashy mire of ruinous prices, 
and now and then even go on 
over the precipice. It is difficult 
to watch this week’s price 
leader take away your cus- 
tomer, but in most cases your 
customer will soon return. 
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MORE THAN A TON OF CHOICE TURKEYS were distributed by the Whiting- 
Mead Co., San Diego, Calif., as Christmas gifts to their employes. Christmas 
turkeys are an annual custom at Whiting-Mead. 





Next Year's Convention 
Dates 


JANUARY 

7, 8—West Virginia Lbr. & Bldrs. 
Supply, Daniel Boone Hotel, Charles- 
ton, W. Va. 

14, 15, 16—Kentucky Retail Lumber 
Dealers’ Assn., Brown Hotel, Louis- 
ville, Ky. 

15, 16, 17 — Northwestern Lumber- 
men’s Assn., Minneapolis, Auditorium, 
Minneapolis. 

20, 24—Nat’l Assn. of Home Build- 
ers, Conrad Hilton (Stevens) and 
Congress Hotels, Chicago, IIl. 

21, 22, 23—Western Retail Lumber- 
men’s Assn., Olympic Hotel, Seattle, 
Wash. 

22, 23, 24—Ohio Retail Lumbermen’s 
Assn., Cleveland Auditorium, Cleve- 
land, Ohio. 

23, 24, 25 — Southwestern Lumber- 
men’s Assn., Municipal Auditorium, 
Kansas City, Mo. 

28, 29, 30—Nat’l Roofing Contractors 
Assn., Congress Hotel, Chicago, IIl. 
28, 29, 30—Northeastern Retail Lum- 
bermen’s Assn., Hotel Statler, New 
York City. 

29, 30, 31—Wisconsin Retail Lumber- 
men’s Assn., Municipal Auditorium, 
Milwaukee, Wis. 


FEBRUARY 

5, 6, 7 — Michigan Retail Lumber 
Dealers’ Assn., Civic Auditorium, 
Grand Rapids, Mich. 

6, 7, 8,—Middle Atlantic Lumbermen’s 
Assn., Chalfonte-Haddon Hall, Atlan- 
tie City, N. J. 

6, 7, 8 — Mountain States Lumber 
Dealers’ Assn., Shirley-Savoy Hotel, 
Denver, Colo. 

6, 7—Lumber Dealers Association of 
Western Pennsylvania, Wm. Penn 
Hotel, Pittsburgh, Pa. 

12, 13, 14—TIllinois Lumber & Ma- 
terial Dealers’ Assn., Sherman Hotel, 
Chicago, Ill. 

13, 14, 15—Virginia Building Material 
Assn., Roanoke. 
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17, 18 — Mississippi Retail Lumber 
Dealers’ Assn., Buena Vista Hotel, 
Biloxi, Miss. 

27, 28, 29 — Nebraska Lumber Mer- 
chants Assn., City Auditorium, 
Omaha. 


MARCH 


3, 4, 5—Intermountain Lumber Deal- 
ers’ Assn., Hotel Utah, Salt Lake City. 
4, 5—North Dakota Retail Lumber- 
men’s Assn., Fargo or Bismarck, N. D. 
4, 5, 6—Indiana Lumber & Builders 
Supply Assn., Murat Temple, Indian- 
apolis, Ind. 

12, 13, 14—Iowa Retail Lumbermen’s 
Assn., Iowa Exhibit Bldg., Des 
Moines. 

18, 19, 20—Carolina Lumber & Build- 
ing Supply Assn., Greenville, S. C. 
19, 20—Louisiana Building Material 
Dealers’ Assn., Jung Hotel, New Or- 
leans. 

24, 25, 26 — Nat’l Roofing & Siding 
Contractors Assn., Hotel Statler, New 
York City. 

25, 26, 27 — Tennessee Building Ma- 
terials Assn., Nashville. 

27, 28 — Independent Retail Lumber 
Dealers’ Assn., Hotel Radisson, Min- 
neapolis, Minn. 


APRIL 


15, 16, 17—South Dakota Retail Lum- 
berman’s Assn., Coliseum, Sioux Falls. 
15, 16, 17 — Southern California Re- 
tail Lumbermen’s Assn., Ambassador 
Hotel, Los Angeles, Calif. 

16, 17, 18—Florida Lumber & Mill- 
work Assn., Tampa, Florida. (No ex- 
hibits.) 

20, 21, 22—Texas Lumberman’s Assn., 
Galveston. 

23, 24, 25—Georgia Lumber Dealers’ 
Assn., Oglethorpe Hotel, Savannah, 
Ga. (No exhibits.) 

23, 24, 25—Lumber Merchants’ Assn. 
of Northern California, San Fran- 
cisco, Calif. 

13, 14, 15—Virginia Building Material 
Assn., Roanoke hotel, Roanoke. 


Tennessee Dealers Meet 


for 5-Day Sales Clinic 


Some 70 Tennessee building ma- 
terial dealers attended a Manage- 
ment Clinic November 27 through 
December 1 at Knoxville, sponsored 
by the Tennessee Building Material 
Association in cooperation with the 
University of Tennessee. 

During the five-day clinic the 
dealers heard more than 20 leading 
speakers, participated in frequent 
discussion periods and toured ce- 
ment plants, sawmills and oak 
flooring plants in the Knoxville 
area. 

The talks by nationally-known 
authorities proved so interesting 
and important that American Lum- 
berman has arranged to publish 
many of them in future issues of 
this magazine. 

Stuart Fonde, president of Build- 
ers Supply Co., Knoxville, told 
dealers that “no business group 
today faces a greater challenge 
than the home builder. Our govern- 
ment is invading our field in com- 
petition with us. We can, any day, 
do a better job, at lower cost than 
any government agency.” 

Another speaker on the program 
was Dr. E. O. Dille, University of 
Tennessee marketing professor, 
who urged dealers to study the 
buying habits of their customers. 
He said, “market research data can 
make the difference between profit 
or loss for the small businessman.” 

Arthur A. Hood, editor of Ameri- 
can Lumberman, discussed pros- 
pects for new home building in 
1952 and the growing importance 
of home improvement for dealers. 
He told them that establishing an 
intelligent planning and estimating 
department is necessary for cap- 
turing the remodeling business. 

E. 8. Egge, manager of Allied 
Building Credits, Inc., Birming- 
ham, Ala., also stressed that re- 
modeling can be more profitable for 
dealers. Egge said that “at least 
half of America’s homes are in 
need of immediate repairs and 
modernization. Building material 
dealers should use time-payment 
plans to capitalize on this $8,000,- 
000 market. 

The Clinic was concluded with a 
banquet at the Farragut Hotel that 
was followed by talks on Federal 
regulations. Edward H. Libby, sec- 
retary of the NRLD, Washington, 
discussed price and wage controls 
and the controlled material plan. 
R. O. Brownlee, secretary-manager 
of the Tennessee Building Material 
Association presented the final talk 
on credit restrictions. 
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The Seven Stages of Sales Management 


By ARTHUR A. HOOD 


Editor American Lumberman 





This is the concluding article in the 
series on good sales management. 
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6—SOMEONE in the _ organization 
should be an officer in the company as 
well as sales manager. That’s how 
important sales management is. 


VI. THE COMPANY OFFI- 
CER AND DIRECTOR 


The sixth stage of sales man- 
agement is that of the company 
officer or director. As late as 
1920, only 7% of the country’s 
sales managers were vice-presi- 
dents or presidents of their 
company. Production had the 
center of the business stage. 
Management still clung to the 
theory that if you could pro- 
duce a thing, an expanding 
country would consume it. 

Today, in growing recogni- 
tion of the need for consump- 
tion to match production in 
order to sustain full employ- 
ment, more and more compa- 
nies are moving sales execu- 
tives into top management posi- 
tions. 

Top management is gradu- 
ally shifting its emphasis from 
production to distribution and 
is beginning to devote the same 
intensive effort on budgetary 
support of increasing distribu- 
tion efficiency that it has so 
successfully devoted in the past 
to increasing production effi- 
ciency. 

While distribution is becom- 
ing gradually recognized as the 
number one management prob- 
lem in productive American en- 
terprise, there is no question of 
its place. in retailing. 


BUILDING Propucts MERCHANDISER 


Sales Management 
No. 1 Problem 


Because the retailer generally 
has no manufacturing prob- 
lems, sales management is au- 
tomatically the number one 
problem taking precedence over 
such other retail management 
problems as administration, op- 
erations or finance. Therefore, 
in retailing, the owner or senior 
officer of the establishment is 
really the sales manager, but 
does not often carry that title. 

For the record, it would ap- 
pear that inasmuch as sales 
management is such a vital part 
of retailing, someone in the or- 
ganization should carry the 
title “sales manager” as well as 
that of an officer in the com- 
pany. 

A competent retail sales man- 
ager will fight to maintain and 
increase his company’s sales 
and profit yolume as long as lo- 
cal buying power is expanding. 
(Whenever there is full em- 
ployment, locally, under pri- 
vate enterprise, there is always 
adequate buying power.) The 
basic policy of a retail sales 
manager who has climbed to 
the sixth level of sales manage- 
ment will be to make his whole 
company organization a crea- 
tive sales force. The retail 
sales manager who is an officer 
in his company should have 
wide authority over everything 
that has to do with successful 
selling and the creating of an 
adequate and profitable sales 
volume. He must have a voice 
in what items to buy, what 
brands to select, what markups 
in prices to use, and how much 
and what kind of advertising 
and promotion, as well as the 
management of the company’s 
selling manpower. 

The sales manager who func- 
tions efficiently at this level 
will keep his sales curve up 
when the industry curve goes 
down. He will improve his 
company’s record of sales and 
profit volume as compared with 
the balance of his industry in 
times of recession and depres- 
sion. He will be able to sell 
his budget committee on in- 
creased investments and sales 
promotion, advertising and 
sales training when they are 
needed, and he will invest such 


monies wisely. In other words, 
he will sustain the velocity, im- 
petus, and momentum of his 
company’s sales and profits. 








7—SALES MANAGER-STATESMAN 
is the top rung in the sales manage- 


ment ladder. This sales manager 
thinks in social and political as well 
as economic terms. 


VII. THE STATESMAN 


Finally, we come to the high- 
est eminence to which a sales 
manager can aspire in his pro- 
fession, that of the sales man- 
ager-statesman. The predom- 
inant characteristic of the man 
who reaches this level is his 
acceptance of a wider responsi- 
bility. Heis a true leader. He 
thinks in social and political 
terms as well as economic. He 
accepts the philosophy that we 
make a living by what we get, 
but we make a life by what we 
give. 

He is interested in establish- 
ing high standards of life as 
well as high standards of liv- 
ing. As a business executive he 
accepts an eight-fold responsi- 
bility: first, to his stockholders 
and investors to make a profit; 
second, to his customers to ren- 
der adequate service; third, to 
his employes; fourth, to his 
suppliers; fifth, to the industry 
of which he is a part, including 
his competition; sixth, to his 
community; seventh, to his 
country and his government, 
and eighth, to the Divine provi- 
dence from which he gets the 
spiritual energy to be a busi- 
ness statesman. 

Typically, our salesmanager- 
statesman is found not only 
continuously ex panding the 
sales and profits of his com- 
pany, but improving the human 
relations in his company, his 
industry, his community and in 
American life generally. He is 
found taking part in all com- 
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munity and civic activities 
where sales management can 
lend a hand, such as fund 
drives, Red Cross, Community 
Chests, Salvation Army, etc. 
He is found fighting every po- 
litical and social threat to our 
Freedoms, and he is devoting 
a part of his time to fostering 
the moral and spiritual growth 
in our way of life. 

Is there a spiritual and moral 
foundation under American 
business life? If not, let’s ad- 
mit it, and God help us! But 
if we have it, let’s sell it. If 
business has no higher objective 














RED CEDAR CLOSET LINING 
Gusenanteed 


Brown’s SUPERCEDAR is nation- 
ally advertised in House and 
Garden, House Beautiful 
and Small Homes Guide. 
Cedar closets help sell 
homes—help rent 
apartments. 















* ALL WIDTHS 
40’ TO PKG. 


PACKAGED { 
SEALED 


Brown's sealed pack- 
age protects the aroma 
and makes it easy to stock 

and sell at a good profit. 
Ready for use—dressed, tongue 
and grooved and end matched. 
Write for builders folder and 
consumer booklet. 


Product of 


GEO. C. BROWN & CO., Inc. 








90% RED HEART 100% OiL CONTENT 
NATIONALLY ADVERTISED 





GREENSBORO, N. C. Established 1896 


Largest Manufacturers of 
Aromatic Red Cedar in the world 






than just making money, we 
are doomed to dismal failure 
and defeat under the challenges 
of our time. The _ business 
statesman must find an imple- 
ment, that moral and spiritual 
foundation, to save our people 
from the dangers that face 
them. If we can do it, sales 
management and selling become 
a fourth arm of the republic. 


Sells “American Way” 


Our salesmanager-statesman 
is found continuously selling 
such items as, our way of life, 
sound money, honest govern- 
ment, the high character of 
American business manage- 
ment, the spirit of American 
workers, the necessity of volun- 
tary cooperation, the suicidal 
aspects of inflation, and the ne- 
cessity to have a Bill of Duties 
right along side our Bill of 
Rights in order to make the lat- 
ter effective. Here is a sample 
of such a Bill of Duties to 
match our Bill of Rights. 


1—To know and obey the 
Laws of the Land. 


2—To convert or expose sub- 
version. 


3—To be informed on the is- 
sues of the day and consistently 
exercise the franchise to vote. 


4—To resist unwarranted po- 
litical encroachments on Free- 
dom. 


5—To work or fight in time 
of war. 


6—To serve, to sell, to spend, 
to save, to share. 


7—To avoid greed, gouging 
and exploitation of others. 


8—To curb waste and waste- 
ful practices. 








AIRD FLAVELLE 
PRESIDENT 


W. GUY FLAVELLE 
VICE-PRESIDENT 


W. E. FLAVELLE 
TREASURER 


DON JOHNSTON 
MANAGER 





> FLAVELLE GEDAR LIMITED 


SUCCESSORS TO THURSTON-FLAVELLE LIMITED 


Manufacturers of 


B.C. Red Cedar Lumber 
and Shingles 


PORT MOODY, B.C., Canada 


. 
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9—To cooperate voluntarily 
with others, thus avoiding more 
laws which will further restrict 
Freedoms. 


10—To activate faith and 
trust in Divine Providence by 
maintaining high moral princi- 
ples in economic, social and po- 
litical affairs. 


The salesmanager-stateman 
recognizes his responsibility as 
the custodian of the greatest 
force in the world—that of per- 
suasion. J. Edgar Hoover said 
this, “The impact of an idea 
well sold can be greater than 
that of an H-bomb.” 

Peaceful persuasion is the 
only alternate to armed conflict 
in settling the problems of the 
world. Peace is not the absence 
of conflict. Conflict of inter- 
ests seems to be an inherent 
characteristic of human nature. 

For example, every sale in 
history started with a conflict 
of interests, a conflict which 
was resolved by persuasion into 
the compromise that resulted in 
the sale. 

Now we are in an idealogical 
conflict. There are two ways to 
resolve that conflict—through 
force of arms or through per- 
suasion. I don’t think that 
anyone would question the fact 
that America has the best sales- 
men in the world, but we are 
losing this battle of persuasion. 

Communism has made a bil- 
lion new converts through bet- 
ter selling than we have done. 
They have 200,000 salesmen be- 
hind the Iron Curtain that 
spend their full time just sell- 
ing their way of life to Com- 
munistic peoples. We know 
that the free way of life is far 
better than Communism, and 
we must organize our sales 
forces to persuade the other 
peoples of the world to buy the 
free way of life—not because 
it is our way, but because it is 
the best way. 

This job of persuading other 
people to demand the free way 
of life is probably the most im- 
portant selling job in the world 
today. Of what good is our 
economic sales work unless we 
can avoid world war III. We 
cannot have too many sales 
managers who will strive to 
reach this 7th State of Sales 
Management—that of the Busi- 
ness Statesman! 
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OFFICERS AND DIRECTORS of the newly planned National Building Material 
Distributors Association include, left to right, John P. Ashton, president; Harold 


W. Sparks, treasurer; 
Havlick, directors. 


W. E. Loefelmacher; 


Lee T. McCourt and Spencer N. 


Building Material Distributors 
Plan New Trade Association 


More than 50 building ma- 
terial distributors met Decem- 
ber 12 and 13 at the Hotel La 
Salle in Chicago for the initial 
organizational meeting of a new 
national trade association. The 
new group will be known offi- 
cially as the National Building 
Materials Distributors Associa- 
tion. Formal incorporation 
papers will be filed January 2, 
1952 and a permanent office 
will be opened in Chicago. 

John P. Ashton, Des Moines, 
president of the new associa- 
tion, presided during the meet- 
ings that featured speakers and 
and forum discussions of whole- 
saler problems. The program 
included talks by Gates Fergu- 
son, Advertising Manager of the 


Celotex Corp.; Harold Row, 
Sales Promotion Manager, 
Building Materials Division, 
Armstrong Cork Co.; Harold W. 
Sparks, Lumberyard Supply 
Co., St. Louis; Jack Parshall, 
Executive Editor, Building Sup- 
ply News and Harry Judd, Gen- 
eral Credit Manager, U.S. Gyp- 
sum Co. 

Members attending were: J. 
V. Coupe, Ashton Wholesale 
Service, Omaha; William L. 
Shea, Building Materials 
Wholesalers, Boston; M. J. Feh- 
lings, Cape Supply Co., Cape 
Girardeau, Mo.; H. W. Gurley 
and Tom Roddy, Dealers serv- 
ice & Supply Co., St. Louis; 
Ransom Griffin, Jr., Dealers 
Wholesale Supply, Inc., Indian- 





apolis; Charles R. Longfield, 
Jones & Retting Lbr. Co., Grand 
Rapids and L. T. McCourt, 
Fischer Lime & Cement Co., 
Memphis. 

EK. Ed. Griffin, Griffin Whole- 
sale, Inc., La Crosse, Wis.; Ken 
Hannigan, Hannigan & Craw- 
ford, St: Louis; N. H. Richard- 
son, Insulation Dealer & Supply 
Co., Peoria, Ill.; Joseph T. 
Theby, Densing Wholesale, Inc., 
Evansville, Ind; Russ C. 
Boehm, Lumber Dealers Sup- 
ply Co., Libertyville, Ill.; Har- 
old W. Sparks, Lumberyard 
Supply Co., St. Louis; and M. L. 
McCreery, Michigan Wholesal- 
ers, Inc., Jackson, Mich. 

Lawrence Platt, Jr., Midway 
Lbr. Co., St. Paul; G. N. Young- 
quist, Mott Bros. Co., Rockford, 
Ill.; Carl T. Crosby, New Eng- 
land Panel Co., Everett, Mass. ; 
R. F. Norris, Morris Wholesale 
Corp., Madison, Wis.; Walter 
G. Meyer, W. H. Pipkorn Co., 
Milwaukee; L. P. King, Reserve 
Lbr. Co., Cleveland; W. T. Loe- 
felmacher, Rockford Wholesale 
Bldg. Material Co., Rockford, 
Ill.; J. A. Adams, and A. A. 
Schraufnagel, Schraufnagel 
Wholesale, Inc., Green Bay, 
Wis.; Lyle Bolster and Earle W. 
Rosa, F. E. Schundler Co., 
Joliet, Ill. 

K. S. Keene, Traverse City 
Lbr. Co., Traverse City, Mich.; 
F. M. Barnoske, Wheeler Lbr. 
Bridge & Supply Co., Hastings, 
Neb.; L. G. Nelson, Wheeler 
Lbr. Bridge & Supply Co., Nor- 
folk, Neb.; C. H. Warfield, 
Wholesale Distributing Co., Mo- 
line, Ill.; Elmer H. Knoener, 
Wikeland Wholesale Co., Apple- 
ton, Wis.; Spencer N. Havlick, 
Wisconsin Wholesalers, Inc., 
Green Bay, Wis.; H. W. Ashton 
and John P. Ashton, Ashton 
Wholesale Service, Des Moines, 
Iowa. 
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1732 N. Elston Avenue 


mug Sell and Profit with New Decorative 
PLYTEX. Wak Paneling ~- It's DIFFERENT! 


WHT PLYTEX is the NEW decorative plywood that is 
; iit wire brushed to accentuate the hard grain in a 
bold relief pattern. 
lacquer, stains, 
Available in '/4"'—4'x8', 
Advertising aids available to create sales and build 


profits. Write for FREE sample and prices, TODAY. 


Finishes attractively in clear 
and in solid or two-tone colors. 
Interior and Exterior. 


—ARmitage 6-7100 — 


Branch Warehouses: Grand Rapids, Michigan; Indianapolis, Indiana; Rockford, Illinois. 
Sales Offices: Detroit, Milwaukee, Minneapolis, Richmond 26, Va.; Marion and West Lafayette, Ind.; Springfield, Ill. 





PLYTEX is a “different” wall paneling. 


AETNA PLYWOOD & VENEER COMPANY 


Chicago 22, Ill. 
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WHETHER YOUR PROBLEM is truck maintenance, lumber piling, inventory 
control, or merchandising, use the AL&BPM editorial index to find the answers. 


Editorial Index is 


Key to Vital Information 


Knowing how to use the index to articles 
which have appeared in 1951 can help you solve many 


vexing problems. 


Get in the habit of reading past issues of 
AL&BPM to see how other dealers have solved prob- 


lems similar to yours. 


Here’s how to make effective use 
of your subscription to American 
Lumberman and Building Products 
Merchandiser. 

1) Put this issue of _AL&BPM 
where it is always handy. 

2) Become thoroughly familiar 
with the editorial index which follows 
on the next pages. 

3) Get in the habit of referring to 
this index whenever you are faced 
with a problem in the operation of 
your business. 

4) Refer to the proper index head- 
ing. Then read in AL&BPM what 
other dealers have done to solve the 
problem that is troubling you. 


Whether it’s truck mainte- 
nance, advertising, material 
handling, or one of numberless 
other subjects that bothers you, 
your 1951, AL&BPM index of 
articles may be the means of 
finding the right answers to 
your problems. 

In a year’s time, the editors 
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of American Lumberman fill 26 
issues, with dozens of vital arti- 
cles on subjects which run the 
full range of business interests 
of the retail lumberman. 

These articles are timely 
studies of merchandising and 
business methods of materials 
handling and package selling. 
The editors take special pains 
to find and present in easy-to- 
read style practical examples 
of how your fellow dealers have 
increased profits, cut costs, ex- 
panded departments, answered 
the low-cost house demand, and 
creatively solved the very prob- 
lems that trouble you. 

Besides the above types of 
articles, numerous less-than- 
page stories and picture-caption 
features suggest answers and 
new twists for solving various 
minor problems in the opera- 
tion of your business. 

You will find that AL&BPM 
editors frequently devote the 





major part of an issue to the 
authoritative study of a single, 
major dealer operation. For | 
example, how to stock, display, 
advertise, promote and sel] 
paint may be featured. Kitch- 
ens, appliances, consumer trade, 
low-cost housing are other sub- 
jects given through treatment. 
In these issues, your editors 
round up case histories of deal- 
ers with outstanding operations, 
as well as suggestions from 
manufacturers, distributors and 
other experts on how best to 
sell the product under consider- 
ation. 

AL&BPM pioneering leader- 
ship helped dealers develop 
and expand the fall and winter 
merchandising market. This 
market has proved so valuable 
in maintaining volume through 
the winter months and in de- 
veloping consumer trade 
throughout the year that Amer- 
ican Lumberman is now pub- 
lishing Home Maintenance and 
Improvement for dealers to give 
to their customers. 

AL&BPM’s famous Master 
Merchant series—which fea- 
tures case studies of how out- 
standing dealers operate—is in 
itself a textbook on sound busi- 
_ and merchandising meth- 
ods. 

On top of all these articles, 
you will find Art Hood’s 
thought-provoking editorials, 
and numerous departments de- 
voted to general industry news. 

Refer often to past issues of 
AL&BPM to help solve your 
business problems. Use the ac- 
companying index as a guide. 





Answers to What's YOUR 
Answer? 

Stop! Read Questions on Page 41. 
1—When it is desirable to make the 
room seem larger than it actually is. 
See Page 26 for details. 

2—By studying the results of surveys 
of their operations conducted by 
Akron University students . .. Page 
22. 

3—Red cedar shingles . . . Page 19. 
4—Veach - May - Wilson, Inc., Alcoa, 
Tenn. By palletizing ... Page 41. 
5—Door hardware manufactured by 
Griffin Manufacturing Co., Erie, Pa. 
oo + Frage &. 

6—850,000. Page 9. 

7—Lumbermens Mutual Casualty Co., 
Page 45. 

8—By using the Westinghouse Home 
Wiring Estimator .. Page 42. 
9—Youngstown Kitchens; a 54-inch 
cabinet sink .. . Page 52. 

10—Oral T. Carter & Associates, Inc. 
See Page 44. 
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EDITORIAL INDEX FOR 1952 


Master Merchants of the 
Light Construction Industry 


How to Feature Lumber and Build- 
ing Materials—Rock Island Div. of 
Rock Island Lumber Company, Daven- 
port, lowa; Rock Island, Ill.; Moline, 
Ill.—June 16, p. 46. 

Illinois Dealer Has Many Fine Ideas 
in New Store—Thompson Lbr. Co., 
Champaign, Ill.—July 28, p. 28. 

Bridge’s—A New England Institu- 
tion—Amos D. Bridge’s Sons, Inc., 
Hazardville, Conn.—Aug. 11, p. 80. 

Imagination Helps Nebraska Com- 
pany Grow—Spelts Lbr. Co., Grand 
Island, Neb.—Dec. 1, p. 38. 


Display Ideas 


Millwork Display Builds Big Sales 
—Drake Lumber Co., Lockport, I1l._— 
Jan. 27, p. 39. 

Separate Appliance Showroom Pays 
Dividends in Sales—St. Ann Lumber 
& Supply Co., St. Ann, Mo.—Jan. 27, 
p. 46. 

How to Stage a Home Show in 
Your Community—Feb. 10, p. 88. 

Hinged Panels (Swinging Door 
Displays) —Peoples Planing Mill, 
Punxsutawney, Pa.—Mar. 10, p. 82. 

This Window Sells Insulation— 
Ralph V. Edwards Co., Duarte, Calif. 
Mar. 10, p. 100. 

Door Display (Door Samples 
Hinged)—Robert Sash & Door Co., 
Chicago, Ill_—Mar. 10, p. 100. 

New Store Adopts Proven Display 
Ideas—O’Malley’s, Phoenix, Ariz.— 
Mar. 24, p. 36. 

Bargain Shed Means Plus Sales— 
F. D. McKendall Lbr. Co., Providence, 
R. I—Apr. 21, p. 41. 

How to Use Island Displays 
5, p. 68. 

Display Panels Up Sales for Den- 
ver Dealer—Economy Lbr. Hardware 
Co., Denver Colo.—July 28, p. 38. 








May 





Display—Your Potent Sales Tool— 


Sept. 8, p. 146. 

Paint Gives Plus - Performance — 
Sept. 8, p. 208. 

Help Home Owners Solve Their 
Closet Problem—O’Malley Lbr. Co., 
Phoenix, Ariz.—Oct. 6, p. 120. 

New Fixtures Step Up Sales— 
Hunt Sales Co., Ysleta, Tex.—Oct. 20, 
p. 46. 

Tile Board and Fixtures Team for 
Greater Sales—Model Lbr. Co., Ta- 
coma, Wash.—Oct. 20, p. 58. 

Kitchen Cabinets Lure Customers— 
Miami Millwork & Lbr. Co., Miami, 
Fla.—Nov. 3, p. 98. 

Selling from the Sales Floor— 
Scott Lbr. Co., Amarillo, Tex.—Nov. 
3, p. 118. 





Low-Cost Housing 


Practical Program Against Social- 
ized Housing—J. J. Moreau & Son, 
Inc., Manchester, N. H.—Jan. 27, p. 
44, 

Something New in House Design— 
Small Homes Council research study— 
Feb. 10, p. 76. 

Plan Book of Research Homes Now 
Available “Research Designed Homes 
—Living Units”’—Mar. 10, p. 101. 

How Stock Windows Fit “Unit- 
Planned” Homes—Small Homes Coun- 
cil—Univ. of Ill—July 14, p. 102. 

This Small House Has Research 
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Designed Planning—Small Homes 
Council— Univ. of Ill—Aug. 11, p. 94. 

Modern Roof Treatments Have 
Many , Advantages— Small Homes 
Council—Univ. of Il.—Oct. 6, p. 98. 

How Dealer Runs Practical Hous- 
ing Development—Wayne Lbr. Co., 
Niles, Mich.—Oct. 20, p. 44. 

Making Every Square Inch Count 
—Small Homes Council—Univ. of IIl. 
—Dec. 15, p. 96. 


Management 


Low Inventories and Customer Serv- 
ice Make Profits—Spear Lbr. Co., Ltd., 
Cheyenne, Wyo.—Aug. 11, p. 90. 

Hints for a Successful Business 
... by One Dealer Who Runs One— 
By Henry J. Munnerlyn, Bennetts- 
ville, S. C.—Aug. 25, p. 38. 

Midwest Dealers Study Manage- 
ment Problems—NRLDA & Secre- 
taries of 6 Regional Assns., Chicago, 
Ill.—Oct. 6, p. 126. 

Increased Operating Costs—How to 
Keep Them Low as _ Possible—By 
Everett C. Parker, President, Patten- 
Blinn Lbr. Co., Los Angeles, Calif.— 
Dec. 1, p. 28. 

What’s Ahead in 1952?—By W. C. 
Bober, Johns-Manville Corp.—Dec. 15, 
p. 58. 


Advertising and Promotion 


How to Stage a Home Show in 
Your Community—Feb. 10, p. 88. 

The Direct-Mail Campaign — By 
Martha Nowels, Nowels Lbr. & Coal 
Co., Rochester, Mich.—Mar. 10, p. 88. 

Dealer Cited for Excellent Adver- 
tising—Barney Stewart Lbr., Inc., 
Oklahoma City, Okla.——Mar. 10, p. 
106. 

More Profits from Manufacturers’ 
Literature—By Martha Nowels, No- 
wels Lbr. & Coal Co., Rochester, Mich. 
—Mar. 24, p. 48. 

Promotions with a Purpose Bring 
Results—Hill-Behan, St. Louis, Mo. 
—Apr. 21, p. 28. 

Sign Sells Over $100,000 Worth 
of Business in 100 Days—W. B. 
English Lbr. Co., Altavista, Va.—Apr. 
21, p. 42. 

Advertising to the Farmer—Cannon 
Lbr. & Fuel Co., Cannon Falls, Minn. 
—May 5, p. 90. 

How to Get Plus Sales from News- 
paper Advertising—By Martha No- 
wels, Nowels Lbr. & Coal Co., Roch- 
ester, Mich.—May 19, p. 60. 

Selling by Television—Harvey Lbr. 
Co., Chicago, I1l.—June 2, p. 56. 

Get More Sales from Your Adver- 
tising Dollars—By Martha Nowels, 
Nowels Lbr. & Coal Co., Rochester, 
Mich.—June 2, p. 62. 

How One Dealer Uses Billboard 
Advertising — Central Hardware & 
Lbr. Co., St. Louis, Mo.—June 16, p. 
50. 

11 Tested Promotional Ideas to 
Stimulate New Sales—June 16, p. 54. 

Dealer’s Parade Float Captures 
First Place, Delray Lbr. Co., Delray 
Beach, Fla.—June 16, p. 60. 

Newspaper Advertising Brings in 
Customers for Garages and Garage 
Doors—July 14, p. 84. 

How One Dealer Pushes Paint— 


RO-MAC Lbr. & Supply, Inc., Talla- © 


hassee, Fla.—Aug. 11, p. 88. 
Dealer’s Home Show Pulls Big 


Crowds—Farmers’ Grain & Lbr. Co.,, 
Sycamore, Ill.—Aug. 11, p. 84. 

Direct Mail Tips—Aug. 11, p. 104, 

Growing Families Need Add-a-Room 
Package—Sept. 8, p. 170. 

How to Build Volume on Roofing 
Sales—Sept. 8, p. 174. 

Building a Strong Insulating Board 
Business—Gee Lbr. & Coal Co., Chi- 
cago, Ill.—Sept. 8, p. 176. 

“One Million Dollars to Loan’— 
Rose-Saxon Lbr. Co., Miami, Fla— 
Sept. 8, p. 180. 

Supply Your Customer’s Everyday 
Needs—Sept. 8, p. 182. 

How to Bring in Xmas Shoppers— 
Oct. 6, p. 90. 

Christmas Advertising Ideas from 
Dealers Coast-to-Coast—Oct. 6, p. 96. 

Advertising According to Plan— 
Middendorf’s, Inc., Quincy, I1l.—Oct. 
6, p. 112. 

Kitchen Cabinets Lure Customers— 
Miami Millwork & Lbr. Co., Miami, 
Fla.—Nov. 3, p. 98. 

Husband-Wife Team Sells Kitchens 
—Crabtree Lbr. Co., Jacksonville, Fla. 
—Nov. 3, p. 100. 

Here’s How Modern Management 
Builds Sales—Walker Lbr. Co., Cas- 
per, Wyo.—Nov. 17, p. 32. 

New Kind of Direct Mail Approach 
—Central Lbr. Co., Minneapolis, Minn. 
—Dec. 1, p. 36. 

Paul Bunyan-Advertiser’s Dream— 
Red River Lbr. Co., Minneapolis, 
Minn.—Dec. 15, p. 70. 

Dealers Credit HOME Magazine for 
Hundreds of New, Profitable Sales— 
Dec. 15, p. 76. 


Materials Handling 
and Equipment 


Dealers Have the Equipment and 
Know-How for Defense Work—Ohio 
Assn. Survey—Feb. 24, p. 38. 

Mechanical Equipment Eases Han- 
dling Problems for Texas Yard— 
a Lbr. Co., Dallas, Tex.—May 19, 
p. 44, 

Faster Handling—Lower Labor 
Costs —Less Breakage — Muskegon 
Building Materials Co., Muskegon, 
Mich.—May 19, p. 46. 

Seen at the Materials Handling 
Show in Chicago (4th Annual Ma- 
terials Handling Exposition), Chi- 
cago, Ill_—May 19, p. 50. 

Yard Equipment Cuts Labor Costs 
by 38%—Lehman Lbr. Co., Miami, 
Fla.—May 19, p. 54. 

Planned Material Handling — Bear 
Lumber Co., Montgomery, Ala.—June 
30, p. 32. 

Florida Yard Has Five Selling Ad- 
vantages—Capital City Lbr. Co., Inc., 
Tallahassee, Fla.—June 30, p. 36. 

Safety Saves! —Courtesy Clark 
Equipment Co., Battle Creek, Mich.— 
July 28, p. 41. 

Lumber on Wheels—Grayson Lbr. 
oo Birmingham, Ala.—Aug. 11, p. 

6. 


Safety Saves! —Courtesy Clark 
Equipment Co., Battle Creek, Mich.— 
Aug. 11, p. 102. 

Safety Saves! — Courtesy Clark 
Equipment Co., Battle Creek, Mich.— 
Aug. 25, p. 50. 

Safety Saves! —Courtesy Clark 
Equipment Co., Battle Creek, Mich.— 
Sept. 22, p. 41. 
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Pre-Mixes Win Sales Attention— 
Dry-Mix Concrete Co., Franklin Park, 
Ill.—Sept. 22, p. 42. 

Safety Saves! —Courtesy Clark 
Equipment Co., Battle Creek, Mich.— 
Oct. 6, p. 110, 


Employe Education 

Now You Can Train Your Employes 
Economically (30-day Short Courses 
Sponsored by NRLDA)—Dec. 1, p. 48. 


New and Remodeled Stores 

New Building is Dedicated to Sale 
of Glass—Newton Lbr. & Mfg. Co., 
Colorado Springs, Colo.—Mar. 19, p. 
76. 

New Store Adopts Proven Display 
Ideas—O’Malley’s, Phoenix, Ariz.—— 
Mar. 24, p. 36. 

Bill Atkinson’s New Store—W. P. 
Atkinson Lbr. & Hardware, Midwest 
City, Okla.—May 19, p. 62. 

New Store Sets Sales Record in 
Slow Season—Rio Grande Lbr. Co., 
Salt Lake City, Utah—June 16, p. 52. 

Bringing the Store to the Customer 
—G. Fuller & Son Lbr. Co., Need- 
ham, Mass.—Aug. 11, p. 102. 

Design for Economical Operation— 
O’Malley-Smith Lbr. Co., Somerton, 
Ariz.—Aug. 25, p. 36. 

Today’s Dealer Looks to Main 
Street for Business—Waukon Lbr. 
Co., Waukon, Iowa—Aug. 25, p. 42. 

More Items on Display in Remod- 
eled Texas Yard—Rockwell Bros. & 
Co., Plainview, Tex.—Aug. 25, p. 46. 

New Store Climaxes Nearly Half a 
Century of Growth—F. W. Hoppe 
Lbr. Co., Lincoln, Neb.—Sept 22, p. 
28. 

New Store Offers Complete Service 
—Seth Lbr. Co., Inc., Lincolnton, N. C. 
—Sept. 22, p. 39. 

Everything Under One Roof—Home 
Lbr. Co., Baytown, Tex.—Sept. 22, 
. 40. 

. New Store Sells Itself — Herman 
Lbr. Co., Springfield, Mo.—Oct. 6, 
p. 106. 

New Store Boosts Volume — Ed- 
ward Hines, Inc., El Paso, Tex.—Oct. 
6, p. 128. 

How Dealer Runs Practical Hous- 
ing Development—Wayne Lbr. Co., 
Niles, Mich.—Oct. 20, p. 44. 

New Fixtures Step Up Sales—Hunt 
Sales Co., Ysleta, Tex.—Oct. 20, p. 46. 


Dealer Stories 

Millwork Display Builds Big Sales 
—Drake Lbr. Co., Lockport, I1l.—Jan. 
27, p. 39. 

Practical Program Against Social- 
ized Housing—J. J. Moreau & Sons, 
ih Manchester, N. H.—Jan. 27, p. 
4 


Separate Appliance Showroom Pays 
Dividends in Sales—St. Ann Lbr. & 
Supply Co., St. Ann, Mo.—Jan. 27, 
p. 46. 

Ohio Dealer Explains Successful 

Defense Business—John M. Horn 
Lbr. Co., Hamilton, Ohio, Feb. 24, 
p. 44, 
' Pre-Cast Concrete Steps Prove 
Ideal “Second Sale” Item—Holland 
Lbr. Co., Panama City, Fla.—Mar. 
10, p. 82. 

Hinged Panels (Swinging Door 
Displays) — People’s Planing Mill, 
Punxsutawney, Pa.—Mar. 10, p. 82. 

Husband-Wife Sales Team Pushes 
Housewares, Appliances—W. D. Hall 
Co., El Cajon, Calif.—Mar. 10, p. 84. 

Service Helps Sell Bailey’s Pros- 
pects—Bailey’s Lbr. Yard, South Mi- 
ami, Fla.—Mar. 10, p. 94. 
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Helping the Home Owner with His 
Building Problems—The J. H. Mc- 
Lennan Lbr. Co., Port Arthur, Ont., 
Canada—Mar. 10, p. 96. 

Nice Profit Margin in Build-It- 
Yourself Business— United Lbr. & 
Millwork, Div. of United Sash & 
mg Co., Cleveland, Ohio—Mar. 10, 
p. 98. 

This Window Sells Insulation— 
Ralph V. Edwards Co., Duarte, Calif. 
—Mar. 10, p. 100. 

Door Display (Door Samples 
Hinged)—Robert Sash & Door Co., 
Chicago, Il]l.—Mar. 10, p. 100. 

Dealer Cited for Excellent Adver- 
tising—Barney Stewart Lbr., Inc., 
— City, Okla—Mar. 10, p. 
106. 

Illinois Store Shows Top Merchan- 
dising Ideas—Sherwin-Williams Paint 
Store, La Grange, Ill—Mar. 24, p. 42. 

Consumer Paint Sales on the In- 
crease—Groves Lbr. Co. at Dallas, 
Tex.; Cicero Smith Lbr. Co. at 
Electra, Tex.—Mar. 24, p. 46. 

Woman Dealer Finds Service Sells 
Paint—Houston Lbr. Co., Wichita, 
Kan.—Mar. 24, p. 47. 

Canadian Yard Features Main 
Street Selling Ideas—Hutcheson Lbr. 
Co., Woodstock, Ont., Canada—Apr. 
21, p. 18. 

Complete Service Makes Sales— 
Haubrick Lbr. & Supply Co., Maple- 
ton, Iowa—Apr. 21, p. 22. 

Stop-Watch Service—Standard 
Builders Supply Co., Memphis, Tenn. 
—Apr. 21, p. 24. 

Campaign Against Public Housing 
—Stiles, Inc., Grand Rapids, Mich.— 
Apr. 21, p. 40. 

This Firm Features Quality and 
Service—Bridgeport Lbr. & Supply 
Co., Bridgeport, Mich.—June 2, p. 66. 

How to Make Your Power Saw Pay 
Profits—Johnson Lbr. and Supply Co., 
Palos Park, Il].—Aug. 11, p. 86. 

Shop Pays Off by Providing Hard- 
to-Get Items—Montgomery Building 
Materials Supply Co., Montgomery, 
Ala.—Aug. 11, p. 106. 

Service Is the Keynote—Williams 
Builders Supply & Farm Co., Wendell, 
Idaho—Aug. 25, p. 44. 

The Farmer and His Wife Like 
This Store—Plattsburg Lbr. & Hard- 
ware Co., Plattsburg, Mo.—Aug. 25, 
p. 48. 

How Pennsylvania Dealer Builds 
Remodeling Sales for Profit—Gettys- 
burg Building Supply Co., Gettys- 
burg, Pa.—Sept. 8, p. 140. 

How Reed’s Salesmen Sell Home 
Improvements—Reed Lbr. Co., Phoe- 
nix, Ariz.—Sept. 8, p. 164. 

“One Million Dollars to Loan”’— 
Rose-Saxon Lbr. Co., Miami, Fla.— 
Sept. 8, p. 180. 

Midwest Dealer Profits by Sales- 
manship and Service—Southport Lbr. 
Co., Southport, Ind.—Sept. 22, p. 24. 

The Home of Friendly Service— 
Peter Lbr. Co., Pleasantville, N. J.— 
Sept. 22, p. 32. 


Personalized Service Sells More 
Sidings—Enger Lbr. Co., Worthing- 
ton, Minn.—Sept. 22, p. 34. 

Custom Designed Kitchens Mean 
More Sales, Profits—Townsend & 
Merrill Co., Cedar Falls, Iowa—Nov. 


' 3, p. 96. 


Why Women Buy Here—Goodman 
Lbr. Co., San Francisco, Calif—Nov. 
3, p. 106. 


Here’s How Modern Management 
Builds Sales—Walker Lbr. Co., Cas- 
per, Wyo.—Nov. 17, p. 32. 


Selling—General 


How to Win and Keep the Atten- 
a of Your Customers—Feb. 10, p. 


Selling as a Career—By John R. 
Stacer, Prize Winning Essay in Na- 
tional Sales Executives’ Contest, Dal- 
las, Tex.—Feb. 10, p. 101. 

The Salesman’s Corner—By Rich- 
ard C. Borden, The Dartnell Corp.— 
Mar. 10, p. 100. 

Where to Sell Glass Block in the 
Home—Mathis Lbr. Co., Morton, III. 
—June 2, p. 70. 

The Salesman’s Corner—By Rich- 
ard C. Borden, The Dartnell Corp.— 
June 16, p. 58. 

The Salesman’s Corner—By Rich- 
ard C. Borden, The Dartnell Corp.— 
June 30, p. 35. 

Selling as a Career—By Babs 
Buechner, Prize Winning Essay in 
National Sales Executives’ Contest, 
San Jose, Calif—July 14, p. 112. 

Ten Steps in Selling Service—July 
28, p. 34. , 

The Salesman’s Corner—By Rich- 
ard C. Borden, The Dartnell Corp.— 
July 28, p. 42. 

Building a Stairway to the “Stars” 
aa Arthur A. Hood—Sept. 8, p. 

Building a Stairway to the “Stars” 
a Arthur A. Hood—Sept. 22, p. 


Building a Stairway to the “Stars” 
ad Arthur A. Hood—Oct. 6, p. 

Must Protect Outside Salesmen’s 
Freedom to Sell—By Glenn Fouche, 
The Stayform Co.—Oct. 20, p. 50. 

Building a Stairway to the “Stars” 
i Arthur A. Hood—Oct. 20, p. 

Building a Stairway to the “Stars” 
aa Arthur A. Hood—Nov. 3, p. 
21. 

How to Improve Your Sales Mes- 
sage—Nov. 3, p. 124. 

The Seven Stages of Sales Man- 
agement—By Arthur A. Hood—Nov. 
17, p. 42. 

What to Do About Price Resistance 
—Nov. 17, p. 44. 

The Seven Stages of Sales Man- 
agement—By Arthur A. Hood—Dec. 
1, p. 58. 

Promote Twelve Market Areas in 
*52—Dec. 15, p. 62. 


Consumer Selling 


Tested Selling Ideas—Nowels Lum- 
ber & Coal Co., by Martha Nowels, 
Rochester, Mich.—Jan. 27, p. 40. 

Follow-Up Plan Sold 20% of Our 
Prospects—Nowels Lbr. & Coal Co., 
by Martha Nowels, Rochester, Mich. 
—Feb. 10, p. 85. 

How to Cash in on Remodeling 
Prospects—Nowels Lbr. & Coal Co., 
by Martha Nowels, Rochester, Mich. 
—Feb. 24, p. 51. 

Pre-Cast Concrete Steps Prove 
Ideal “Second Sale” ‘Item—Holland 
Lumber Co., Panama City, Fla.—Mar. 
10, p. 82. 

Husband-Wife Sales Team Pushes 
Housewares, Appliances—W. D. Hall 
Company, El Cajon, Calif—Mar. 10, 

84 


- Helping the Home Owner with His 
Building Problems—The J. H. Mc- 
Lennan Lbr. Co., Port Arthur, Ont., 
Canada—Mar. 10, p. 96. 

Nice Profit Margin in Build-It- 
Yourself Business—United Lbr. & 
Millwork, Div. of United Sash & Door 
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Co., Cleveland, Ohio—Mar. 10, p. 98. 

Illinois Store Shows Top Merchan- 
dising Ideas—Sherwin-Williams Paint 
_— La Grange, Ill—Mar. 24, p. 


Garden Tools and Accessories: Key 
to Customer Sales—Mar. 24, p. 44. 

Consumer Paint Sales on the In- 
crease—Groves Lumber Co. at Dallas, 
Tex.; Cicero Smith Lumber Co. at 
Electra, Tex.—Mar. 24, p. 46. 

Woman Dealer Finds Service Sells 
Paint—Houston Lumber Co., Wichita, 
Kans.—Mar. 24, p. 47. 

Step Up Your Volume with Garden 
Tools—Apr. 21, p. 20. 

How to Secure New Customers at 
Small Cost—Nowels Lbr. & Coal Co., 
by Martha Nowels, Rochester, Mich. 
—Apr. 21, p. 32. 

More Profits from Impulse Sales— 
Nowels Lbr. & Coal Co., by Martha 
— Rochester, Mich.—May 5, p. 

How I Help People Own a Home 
of Their Own— Johnson-Campbell 
Lbr. Co., Fort Worth, Tex.—June 30, 
p. 26. 

Interior Decorators — New Source 
of Dealer Profits—Builder’s Supply 
& Lbr. Co., by Martha Nowels, Tuc- 
son, Ariz—July 28, p. 38. 

In 1951 the Lumber Dealer Sells 
the Whole Family—Sept. 8, p. 134. 

Push Kitchen Remodeling This Fall 
—Sept. 8, p. 136. 

How Pennsylvania Dealer Builds 
Remodeling Sales for Profit—Gettys- 
burg Building Supply Co., Gettysburg, 
Pa.—Sept. 8, p. 140. 

There’s Plenty of Profit in Plywood 
—Sept. 8, p. 144. 

How Reed’s Salesmen Sell Home 
Improvements—Reed Lbr. Co., Phoe- 
nix, Ariz.—Sept. 8, p. 164. 

Go After More Floor Covering 
Sales!—Sept. 8, p. 166. 

Selling Home Accessories—South- 
ern Hardware & Lbr. Co., New Or- 
leans, La.—Sept. 8, p. 168. 

Growing Families Need Add-a- 
Room Package—Sept. 8, p. 170. 

How to Build Volume on Roofing 
Sales—Sept. 8, p. 174. 

Building a Stronger Insulating 
Board Business—Gee Lbr. & Coal Co., 
Chicago, Ill.—Sept. 8, p. 176. 

Supply Your Customer’s Everyday 
Needs—Sept. 8, p. 182. 

Sell Window Units for Remodeling 
—Sept. 8, p. 192. 

Better Living for Them—Bigger 
Profits for You—Sept. 8, p. 194. 

How to Sell More Hardwood Floor- 
ing—Sept. 8, p. 198. 

Develop Your Insulation Sales— 
Sept. 8, p. 204. 

Tools for Everyone—Sept. 8, p. 206. 

Paint Gives Plus-Performance — 
Sept. 8, p. 208. 

Midwest Dealer Profits by Sales- 
manship and Service—Southport Lbr. 
Co., Southport, Ind.—Sept. 22, p. 24. 

Personalized Service Sells More 
Sidings—Enger Lbr. Co., Worthing- 
ton, Minn.—Sept. 22, p. 34. 

Plan Now to Boost Xmas Sales— 
Oct. 6, p. 84. 

Your Christmas Check List—Oct. 
6, p. 88. 


How to Bring in Xmas Shoppers— 
Oct. 6, p. 90. 


Tile Board and Fixtures Team for 
Greater Sales—Model Lbr. Co., Ta- 
coma, Wash.—Oct. 20, p. 58. 


Push Kitchen Remodeling Now— 
Nov. 3, p. 92. 


Custom-Designed Kitchens Mean 
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More Sales, Profits—Townsend & 
ey Co., Cedar Falls, Ilowa—Nov. 

Raden’. Wife Team Sells Kitchens 
—Crabtree ag Co., Jacksonville, Fla. 
—Nov. 3, 100. 

Kitchen "Samed Doubles Sales— 
Gray Lbr. Co., Tacoma, Wash.—Nov. 
3, p. 102. 

Why Women Buy Here—Goodman 
Lbr. Co., San Francisco, Calif.—Nov. 
3, p. 106. 

Selling from the Sales Floor—Scott 
a Co., Amarillo, Tex.—Nov. 3, p. 

How to Move Appliances—Calcasieu 
7 Co., Austin, Tex.—Nov. 17, p. 

How Appliance Picture Looks 
Through June, 1952—T. J. Newcomb, 
Sales Manager, Westinghouse Elec- 
tric Appliance Div., Nov. 17, p. 36. 

How One Dealer Pushes Specialty 
Items—League Lbr. Co., Baltimore, 
Md.—Dec. 1, p. 42. 

Remember—Hardware Sales Give 
You Plus Profits—Dec. 1, p. 44. 

Be on the Alert for Construction 
Trends—Dec. 15, p. 84. 


Farm Articles 


How to Develop the Farmer-Ranch- 
er Into Your Best Customer—Okla- 
homa A. & M. College, Stillwater, 
Okla.—May 5, p. 60. 

Small Town Dealer Offers Special- 
ized Plan Service—Bennett Lbr. Co., 
Medina, Ohio—May 5, p. 64. 

Why Today’s Construction Require- 
ments Mean Dealers Must Expand 
Service—May 5, p. 70. 

Farmers Look to You for the An- 
swers—By E. A. Olson—College of 
Agriculture, Univ. of Nebraska, Lin- 
coln, Neb.—May 5, p. 72. 

Farm Research Facts You Should 
Know—By L. W. Hurlbut, Agricul- 
tural Engineering Dept., Univ. of 
Neb., May 5, p. 74. 

How to Make Rural Deliveries Fast 
—Senneff & Woy Lbr. Co., Chadwick, 
Ill_—May 5, p. 86. 

Farmers Buy Barn Equipment 
Where They Get Service—Burke Coal 
Co., Oelwein, Iowa—May 5, p. 78. 

Mr. Qualman Knows His Farmer— 
Beloit Lbr. & Fuel Co., Beloit, Wis.— 
May 5, p. 80. 

How to Turn Carloads of Materials 
Into Big Buildings—Fullerton Lbr. 
— Rochester, Minn.—Aug. 25, p. 


The Farmer and His Wife Like 
This Store—Plattsburg Lbr. & Hard- 
ware Co., Plattsburg, Mo.—Aug. 25, 
p. 48. 

Farm Building Prospects in 1952— 
Dec. 15, p. 102. 


Editorials in 1951 


. Winning Formula—Jan. 13, p. 
Come Out Fighting!—Jan. 27, p. 35. 
How Dealers Are Meeting Today’s 

Challenges—Feb. 10, p. 74. 

Halt Inflation—Feb. 24, p. 37. 
WANTED!—a Theme—a Word— 

a Symbol—Mar. 10, p. 75. 

— Miss This One!—Mar. 24, p. 
The Seven Ages of a Salesman— 

or the Road to Stardom in Selling— 

Apr. 21, p. 17. 

The New Farm Market Oppor- 

tunity—May 5, p. 59. 

What the Russian Citizen Wants— 

May 19, p. 43. 

Survey and Sell—June 2, p. 55. 


Business Statesman of the Year— 
Charles E. Wilson—June 16, p. 45. 

The Ten Commandments of Effec- 
tive Marketing—June 30, p. 25. 

An Inescapable Responsibility—to 
Sell Creatively!—July 14, p. 79. 

New Link in the Marketing Chain 
—July 28, p. 27. 

How to Implement the 10 Com- 
mandments of Effective Marketing— 
Aug. 11, p. 79. 

5-Year Report—Aug. 25, p. 33. 

Necessity Is a Tardy Spur!—Sept. 
8, p. 1338. 

26 Ways to Build Morale and Team- 
work—Sept. 22, p. 23. 

Guest Editorial—We Must Build on 
Facts Not Fancy—By Norman P. 
Mason—Oct. 6, p. 83. 

It Can Happen in Your Town!— 
Oct. 20, p. 48. 

A Dangerous Trend—Nov. 3, p. 91. 

Reading for Profit—Nov. 17, p. 31. 

Training—A Key to Improved Net 
Profit—Dec. 1, p. 27. 

How’s Your Batting Average?— 
Dec. 15, p. 57. 


Charts 


Chart Showing Results of Dealers’ 
Own Survey Made by Norman P. 
Mason—Broken Down Into 8 Regions 
—Feb. 10, p. 80. 


Taxes & Financing 


How Would a City Sales Tax Effect 
You?—June 30, p. 41. 

New Down Payment Minimum— 
Oct. 20, p. 57. 

“Borrowers Year’’ Ahead—By Mor- 
ton Bodfish—Dec. 15, p. 92 


News of the Associations 


Home Builders Plan Record-Break- 
ing Show—National Assn. of Home 
Builders Convention, Chicago, Ill.— 
Jan. 13, p. 66. 

Dealers Prepare for War-Time 
Economy—Accounts of Coming Assn. 
Conventions—Jan. 13, p. 68. 

Latest Report on Materials & Con- 
trols—Kentucky Ret. Lbr. Dirs. Assn. 
oe Louisville, Ky.—Jan. 27, p. 


Lynn Boyd Led Hoo-Hoo Meeting 
—Jan. 27, p. 47. 

New Mexico Chapter of Mountain 
States Lbr. Dlrs. Assn. Formed, Albu- 
querque, N. M.—Jan. 27, p. 47. 

Southern Lumber Co. Sponsored 
Midget Football Team, Warren, Ark. 
—Jan. 27, p. 47. 

Ontario Ret. Lbr. Dlrs. Convention 
Notice—Mar. 19-21, Toronto, Ont.— 
Jan. 27, p. 47. 

Northwestern Lumbermen’s Assn. 
Convention Jan. 16-18, Minneapolis, 
Minn.—Feb. 10, p. 102. 

Ohio Assn. of Retail Lbr. Dealers 
Convention (70th annual conv.), Cin- 
cinnati, Ohio—Feb. 10, p. 105. 

Southwestern Lumbermen’s Assn. 
Convention—Jan. 24-26, Kansas City, 
Mo.—Feb. 10, p. 105. 

Northeastern Retail Lumbermen’s 
Assn. Convention—Jan. 29-31, New 
York, N. Y.—Feb. 10, p. 105. 

Maple Flooring Mfrs. Assn. Con- 
vention—Jan. 26, Chicago, Ill.—Feb. 
24, p. 9. 

Northeastern Assn. Newly Elected 
Officers—Feb. 24, p. 53. 

Ohio Assn. 1951 Officers Pose To- 
gether—Feb. 24, p. 53. 

Mich. Ret. Lbr. Dealers Assn. Con- 
vention—Feb. 6-8, Grand Rapids, 
Mich.—Feb. 24, p. 53. 
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Illinois Lbr. & Mat. Dealers Assn. 
Convention—Feb. 138-15, Chicago, Ill. 
—Mar. 10, p. 102. 

Mountain States Lbr. Dirs. Assn. 
Convention—Feb. 7-9, Denver, Colo. 
—Mar. 10, p. 102. 

Lbr. Dealers Assn. of W. Penna. 
Convention—Feb. 7-8, Pittsburgh, Pa. 
—Mar. 10, p. 104. 

Wis. Retail Lumbermen’s Assn. 
Convention—Feb. 20, Milwaukee, Wis. 
—Mar. 10, p. 104. 

Intermountain Lumber Dealers 
Assn. Convention—March 1-3, Poca- 
tello, Idaho—Mar. 24, p. 50. 

Western Ret. Lumbermen’s Assn. 
Convention, Spokane, Wash.—Mar. 
24, p. 50. 

Va. Building Mat. Assn.—Silver 
Anniversary—Annual Meeting—Mar. 
24, p. 50. 

Louisiana Building Materials Deal- 
ers Assn.—Annual Meeting—March 
14-15, New Orleans, La.—April 21, 

. 44, 

. Houston Retail Lbr. Dealers Assn. 
Sponsored Estimating School for 
Lumbermen, Houston, Tex.—April 21, 

. 44. 

N.R.L.D.A. Announced Committee 
Appointments for 1951—April 21, p. 
44 


National Hardwood Lbr. Assn. 
Changes Name of Its School at Mem- 
phis to John W. McClure School of 
the National Hardwood Lbr. Assn.— 
May 5, p. 110. 

Lumbermen’s Assn. of Texas Elected 
W. B. Milstead President at the An- 


nual Convention Apr. 22-24, Galves- 


ton, Tex.—May 19, p. 66. 

Mississippi Retail Lbr. Dealers 
Assn.—25th Annual Convention, Bil- 
oxi, Miss.——June 2, p. 82. 

Arizona Retail Lbr. & Builders 
Supply Assn.—Annual Convention— 
May 10-11-12, Grand Canyon, Ariz.— 
June 2, p. 82. 

Southern California Retail Lbr. 
Assn.—Annual Meeting—April 4-5-6, 
Los Angeles, Calif.—June 2, p. 82. 

Independent Retail Lbr. Dealers 
Assn. Announced at 12th Annual 
Convention that It Will Join NRLDA, 
Minneapolis, Minn.—June 16, p. 62. 

Carolina Lbr. & Building Supply 
Assn.—28th Annual Convention— 
Name J. C. Cauthen President—June 
16, p. 62. 

Activities in the Educational Field 
(From the speeches of Clyde Fulton, 
NRLDA President)—July 14, p. 116. 

Southwestern Lumbermen’s Assn. 
Elected Clarence D. Burkholder Pres- 
ident—July 14, p. 116. 

Virginia Bldg. Mats. Assn. Moves 
to New Offices, Richmond, Va.—Oct. 
20, p. 56. 

Management Clinic to Be Held Nov. 
27-Dec. 1—Jointly Sponsored by the 
Tennessee Bldg. Mats. Assn. & U-T 
Division of Univ. of Tenn. Extension, 
Knoxville, Tenn.—Oct. 20, p. 56 

Oklahoma Lumbermen’s Assn.—5th 
Annual onvention—Oct. 15-17, Okla- 
homa City, Okla.—Nov. 3, p. 124. 

NRLDA Directors Annuai Meeting, 
Chicago, Ill.—Nov. 17, p. 46. 


Research 


Plan Book of Research Homes Now 
Available—“Research Designed Homes 
—Living Units’—Mar. 10, p. 101. 

How Stock Windows Fit “Unit- 
Planned” Homes—Small Homes Coun- 
cil—Univ. of Ill.—July 14, p. 102. 

This Small House Has Research 
Designed Planning — Small Homes 
Council—Univ. of Ill. Aug. 11, p. 94. 
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Modern Roof Treatments Have 
Many Advantages— Small Homes 
Council—Univ. of Ill.—Oct. 6, p. 98. 

New Gains in Housing Research— 
By C. W. Smith, Dir., Housing Re- 
search Foundation, Southwest Re- 
search Institute, San Antonio, Tex.— 
Nov. 3, p. 112. 

Trussed Rafters Mean More House 
for the Money—Small Homes Council 
—Univ. of Ill—Nov. 3, p. 122. 

Making Every Square Inch Count 
—Small Homes Council—Univ. of Ill. 
—Dec. 15, p. 96. 


Surveys 

Results of Dealers’ Own Survey by 
Norman P. Mason, Pres., Wm. P. 
Proctor Co., No. Chelmsford, Mass.— 
Feb. 10, p. 79. 

Dealers Fight to Keep Sales Vol- 
ume Up—Nov. 3, p. 110. 


Construction and 
Application Methods 

Something New in House Design, 
Small Homes Council research study 
—Feb. 10, p. 76. 

Sidewall Shingle Application—June 
16, p. 64. 


Store Layout and 
Merchandise Display 

Store Layout Depends on Sales Ob- 
jectives (No. 1 in Store Layout 
Series)—Jan. 27, p. 36. 

The Modern Store—Size, Shape and 
Decoration (No. 2 in Store Layout 
Series)—Feb. 10, p. 82. 

Store Windows—How to Use Them 
(No. 3 in Store Layout Series)— 
Feb. 24, p. 48. 

Fundamentals of Store Traffic (No. 
4 7. Store Layout Series)—Mar. 10, 
p. 78. 


Garages 

Now Is the Time to Sell Garages— 
July 14, p. 80. 

As Easy as A, B, C to Assemble 
—Hill-Behan, St. Louis, Mo.—July 
14, o. Sz. 

Newspaper Advertising Brings in 
Customers for Garages and Garage 
Doors—July 14, p. 84. 

Denver Dealer Pushes Garage Sales 
—Barr Lumber Co., Denver, Colo.— 
July 14, p. 86. 

Homeowners Go for Garage Pack- 
age — Atlantic Coast Lumber, ,Co., 
Hamden, Conn.—July 14, p. 88. 

Good Garage Promotion—G. Fuller 
& Son Lbr. Co., Boston, Mass.—July 
14, p. 90. 

He Sells the Garage Market—Nu- 
Way Builder’s Supply Co., Salt Lake 
City, Utah—July 14, p. 94. 

Check These Products for Increased 
Garage Sales—July 14, p. 98. 

Aids to Garage Sales—Foley Lbr. 
Co., Jacksonville, Fla.—Sept. 8, p. 186. 

How a Supply Firm. Boosts Garage 
Door Sales—Frankford Supply Co., 
Philadelphia, Pa.—Oct. 6, p. 124. 


Miscellaneous 
- Product Review—Jan. 13, p. 


Modern Trucks Are Indispensible to 
Lumber Dealer—May 19, p. 48. 

Demonstrations Pull Crowd for 
Oklahoma Dealers, Oklahoma City, 
Okla.—May 19, p. 64. 

What’s Your Answer?—June 2, p. 
24; June 16, p. 22; June 30, p. 20; 
July 14, p. 106; July 28, p. 43; Aug. 
11, p. 108; Aug. 25, p. 51; Oct. 6, p. 
130; Oct. 20, p. 59; Nov. 3, p. 128; 
Nov. 17, p. 52; Dec. 1, p. 62. 


Examples of How Power Tools Can 
Help the Dealer—June 30, p. 30. 

Where the Residential Building 
Dollar Goes—July 14, p. 104. 

How a Contract Binds the Build- 
er—Sep. 22, p. 30. 

How to Protect Your Yard Against 
ig. gd C. H. Tilton, Jr.—Oct. 6, 


Dp. ‘ 

Good Fire Protection in This Yard 
—Estes Lbr. Co.—Oct. 6, p. 105. 

File Your Entry in Brand Names 
Contest!—Brand Names Foundation, 
Inc.—Nov. 17, p. 50. 

Home-Building Labor Ample .. . 
Building Mechanics Wages Average 
_— H. E. Riley—Dec. 15, p. 


Materials and Controls 


Latest Report on Materials & Con- 
trols—Kentucky Ret. Lbr. Dirs. Assn. 
Conv., Louisville, Ky.—Jan. 27, p. 42. 

New Codes Allow New Materials— 
Mar. 10, p. 90. 


Defense Work 


Dealers Have the Equipment and 
Know-How for Defense Work—Ohio 
Assn. Survey—Feb. 24, p. 38. 

How to File for Defense Contracts 
—By Robert Y. Kerr, Wash. Corre- 
spondent—Feb. 24, p. 42. 

Ohio Dealer Explains Successful 
Defense Business—John M. Horn Lbr. 
Co., Hamilton, Ohio—Feb. 24, p. 44. 

Power Tools Put Dealer in Defense 
Business—Feb. 24, p. 45. 

Defense Will Cut Materials Output 
—By Robert Y. Kerr—Dec. 15, p. 68. 


Lumber and 
Lumber Application 


Value of Treated Lumber Growing 
—Feb. 10, p. 97. 

Treated Lumber Opens the Door to 
3820 New Accounts—The Peninsular 
Service Co., Inc., Miami, Fla.—June 
2, p. 60. 

New Solid Wood Paneling Fits 
Small Home Market—June 2, p. 72. 

WOOD—Its Importance in Remobi- 
lization Program — By Arthur 
Bruce, E. L. Bruce Co., Memphis, 
Tenn.—Aug. 11, p. 98. 

Lumber: All-Purpose for All Cus- 
tomers—Sept. 8, p. 188. 

Outlook for Douglas Fir—By H. V. 
Simpson—Dec. 15, p. 72. 

Millwork is on the Move—By Clif- 
ford T. Melander—Dec. 15, p. 78. 

Southern Pine Industry is Ready 
for the Future—By H. C. Berckes— 
Dec. 15, p. 82. 

Outlook for Western Pine—By S. V. 
Fullaway, Jr.—Dec. 15, p. 100. 


Bookkeeping and 
Office Equipment 


Have You Investigated This Book- 
keeping Idea?—June 2, p. 82. 

Inventory Control—Farmers Lbr. & 
Supply Co., Phoenix, Ariz—June 30, 
p. 40. 


Government Orders & 
Regulations 


Interpretations of Government Reg- 
ulations—NRLDA Board of' Directors 
Meeting, Chicago, Ill._—Nov. 17, p. 40. 

How Government Regulations Af- 
fect Your Purchases—NRLDA Board 
of Directors Meeting, Chicago, Ill.— 
Dec. 1, p. 52. 

How Will Government Regulations 
Affect Your Industry in 1952?—By 
Stanley H. Ferguson—Dec. 15, p. 98. 
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MERCHANDISING CLINIC 


The Links in the Chain 


An advertisement, however effec- 
tive it may be, is only an integral 
part of the increasingly complex job 
of getting goods from where they 
are made, to where they are pur- 
chased by the ultimate user. 

Not long ago the manufacturer of 
a well-known building material was 
commenting with justifiable pride 
upon the quality of his advertising. 
“None better in the magazines,” he 
insisted. We agreed. 

But there is far more to the distri- 
bution story than a good ad... and 
there ALWAYS will be for the sim- 
ple reason that there are many links 
in the chain. Each link has an im- 
portant function to perform and that, 
of course, is where the rub comes. 
Otherwise, the distribution of mer- 
chandise would be comparatively sim- 
ple and far more profitable for all 
parties concerned. 


. An extra strong link can 
never overcome the deficiencies 
of a single weak link. 


. .. No chain ever is stronger 
than its weakest link. 


Hair Pin to the Rescue! 


We read a story not long ago about 
the trials and tribulations of an early- 
day automobile owner. Among other 
things the writer described a trip in 
a two cylinder car with a chain drive. 
He and his guests were highly pleased 
over the performance of the engine 
and the fine progress they were mak- 
ing, until suddenly the chain came 
apart. The cotter pin in the detach- 
able link which fastened the two ends 
of the chain together had worked loose 
and the link had been lost in the dusty 
road. What to do became the ques- 
tion for more than two hours of 
rugged searching until the link was 
finally found. But not the cotter pin. 
No pin—no go. And so the day wore 
on until one of the passengers came 
across a hair pin behind the cushion 
of the back seat. Shortly it became 
a pseudo-cotter pin in a Whitney 
chain and the “tourists” were able to 
return to home base for more perma- 
nent repairs. The lady who lost the 
hair pin probably never missed it. If 
so, she most certainly would never 
have suspected that it would later 
make it possible for the owner of a 
$1350 Rambler to drive his guests 
back home. 


. . - Selling what lumber does 
is far more profitable than sell- 
ing what lumber is. 
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The Dealer Counts Most 


Here is the way a well-known ad- 
vertising man.—S. A. Halpern—puts 
it: 

“No matter how appealing your con- 
sumer advertising may be—it is the 
dealer who can make or break your 
campaign. You cannot succeed with- 
out his support. So plan your cam- 
paign around the dealer. Consider his 
problems. Anticipate his needs. Re- 
member, he is a very busy man, with 
little time for correspondence. 

“Your dealer sales helps should en- 
compass every phase of store promo- 
tion—newspaper mats, radio spots 
(and TV, today), counter and window 
displays, mailing inserts, even sales 
instruction sheets for his sales staff 
and the store’s ad department. 

“Be more than a copywriter—be a 
business man and your campaigns 
will achieve the best results.” 


. . - Good advertising seldom 
gets satisfactory results for 
poor dealers. 


A Lot of "Musts” 


The manufacturer’s product must 
be good. His price must be right. 
The national advertising must be 
effective. His salesmen must be effi- 
cient. Dealers must be able to fol- 
low through properly with local ad- 
vertising, trained personnel, adequate 
stocks, efficient management. A lot 
of “musts” to be sure ... links in the 
long distribution chain. That’s why it 
is not profitable to spend a whale of 
a lot of money on a single link or 
two and neglect others that need at- 
tention. It’s like building a new four- 
lane highway and leaving out a bridge 
here and there. 


. . . Dealer efficiency becomes 
more important as supply over- 
takes demand. 


Take Automobiles 
for Example 


Some dealers are selling their 
quotas of certain cars in what would 
seem to be poor territories. Other 
dealers selling the same cars are fall- 
ing behind in better areas. Some cars 
are not. selling well anywhere. All 
sorts of ideas are being promoted to 
get prospects to come in and take a 
look. In Boston a dealer announces 
that he spends $96.76 in advertising 
for each car sold and offers to deduct 
this amount from the price of a new 
car to anyone who brings in the ad. 


In Detroit a dealer offers a shiny new 
sedan to the first woman to bowl 300 
and in this way hopes to build up a 
list of prospective buyers. From one 
coast to the other, dealers are trying 
to think up ways and means to inter- 
est customers by increasing their 
advertising, adding salesmen and 
training the old as well as the new. 
Naturally, manufacturers are doing 
everything possible to strengthen all 
links in the distribution chain, but 
after all is said and done, it’s the 
dealer who really writes the ticket. 
Everything depends on him. 


. . . Sales ideas were never in 
greater demand 


What About Homes? 


All estimates now indicate that well 
over one million homes will be built 
in 1951. What’s to happen in 1952 
will depend on the availability of 
mortgage money and of certain con- 
trolled materials. While home build- 
ers in some areas complain about the 
slow down in demand for higher- 
priced homes, the fact remains that 
lower-priced homes still sell as fast 
as they can be built in most places. 
The sharp edge of demand may be 
somewhat duller, but this merely calls 
for a sharpening of sales tools... 
something that isn’t as easy as it 
may seem. 


..- Regardless of what may be 
happening to automobiles, we 
are far from caught up on 
homes. 


The Final Figures for ‘51 


There should be no cause for alarm 
in the fact that 1951 volume in many 
yards is somewhat (5 to 15 percent) 
below the year before. 

Actually the 1950 figures were so 
distorted by the frantic rush of buy- 
ing in the final qaurter that they 
should never be used as a measuring 
stick. Instead of reducing stocks on 
hand in preparation for the end of 
the year, as is usually done, every- 
body was then hell bent in building 
up inventories to the highest possible 
point in an effort to avoid the pre- 
dicted shortages created by the de- 
fense program. 

All of which promptly created some 
highly annoying problems for manu- 
facturers, wholesalers, dealers, con- 
tractors and even the ultimate con- 
sumer ... too many goods on hand, 
too little money in the bank, too 
many obligations. We should welcome 
the gradual return to a more normal 
situation. 
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What's YOUR Answer? 


Test your product knowledge as 
well as your knowledge of what other 
dealers are doing by taking this quiz. 

Rate yourself 10 points for each 
correct answer. 100-90% — excellent; 
80-70%, good; 70-60%, fair; 60-50%, 
passing. 


1—When should you _ recom- 
mend that paneling be applied 
horizontally rather than verti- 
cally? 


2—How are Akron, Ohio, deal- 
ers improving their business 
operations? 


3—What building material 
withstood a 136-mile gale? 


4—One advertiser in this issue 
claims that it has a method by 
which you can save 25% in han- 
dling and labor costs on your 
oak flooring. Who is the manu- 
facturer and how is the saving 
effected ? 


5—Butts may refer to the un- 
used portion of a cigaret, but 
in this case they refer to what 
product manufactured by 
whom? 


6—How many new house starts 
does Raymond A. Foley, FHA 
administrator, predict in 1952? 


7—What company refers to it- 
self as being “in the service of 
lumbermen ?” 
8—How can you take the guess- 
work out of home-wiring esti- 
mating? 
9—What manufacturer is offer- 
ing a “spring special” which is 
54 inches long? 
10—What manufacturer of con- 
veyor equipment is offering con- 
veyors equipped with bearings 
especially treated to prevent 
rust? 

Answers on Page 34 
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Are you still handling your 
oak flooring the expensive, old- 
fashioned way? Still unloading, 
storing and tallying it — only 
one bundle at a time? 


IS COMPACT 
HARCO Palletized Units permit 


IS QUICK 


HARCO 
Palletized Units speed up hand- 
ling all the way down the line 
— from car to yard to job, and 
in your warehouse. With a fork 
lift, you handle 750 board feet 


as a unit — quickly, easily. 


IS ECONOMICAL 


You save time and labor! A 
car of HARCO Palletized Units 
can be unloaded with a fork 
; lift at one fourth the cost re- 
quired for unloading the same 


footage in individual bundles. 


more efficient space utilization. 
Units can be stacked five high 
with safety, which means stor- 
age of 3750 board feet in a floor 
area of less than 32 square feet. 


is SAFE The tightly 


bound, steel-strapped units are 
safe from pilferage en route or 
at your yard. In addition, loss 
from damage that often results 
from the handling of individual 
bundles of flooring is reduced to 
an absolute minimum. 


ISNEAT nanco 


Palletized Units are neat and 
uniform. Packaging protects 
flooring, keeps it clean and 
bright.. Units permit orderly 
handling and storage . . . make 
“good housekeeping” easy and 
economical in warehouse or yard. 


If you are, you are passing up extra profits every day. 
Because, with HARCO Palletized Flooring you immediately 
cut handling time and labor costs 25% — or more. And 


this saving is all profit to you! 


HARCO Palletized Units 


many other practical advantages. Send 
today for new illustrated booklet with 
full details about this new, modern way 


to buy oak flooring. 


offer 





EACH-MAY- WILSON, INC. 
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WHAT’S NEW 





Products... . Sales Aids..... Literature 


SEND FOR THESE: 


“Everything To Gain . . . Nothing 
To Lose” is the title of a new 6-page 
illustrated folder describing Reming- 
ton Rand’s “Use-Purchase Plan” for 
Punched-Card Accounting Machines. 
The folder graphically describes how 
companies can gain plus-benefits from 
use-purchase of Remington Rand Tab- 
ulating equipment through equity in 
the equipment, savings. between 
monthly payments and monthly rent- 
als, and price stabilization assuring 
fixed payments over a long period of 
months. For Bulletin TM 757.1 cover- 
ing this unique Punched-Card equip- 
ment “Use-Plan” write Remington 
Rand Inc., Dept. AL 315, Fourth Ave., 
New York 10, N. Y. 


“Keep Your Home Comfortably 
Warm All Winter Long” titles Ma- 
jestic’s bulletin describing its oil and 
gas-fired winter air-conditioning unit. 
Capacity of this unit has been de- 
signed to provide complete winter air 
conditioning for the middle-bracket 
home. Majestic also offers smaller 
units for the smaller type of project 
home. For copy of bulletin write The 
Majestic Company, Dept. AL, Hunt- 
ington, Ind. 


“Industrial Pivoted Steel Windows,” 
Steelcraft’s 4-page catalog, has just 
been completed and is ready for dis- 
tribution. It describes the features, 
types, sizes and specifications of the 
new Steelcraft window. Simple and 
complete, each page of the 2-color 
catalog is filled with photos, draw- 
ings, full-size cross section details 
and technical data. This valuable 
reference literature is designed for 
double-duty as a catalog or self 
mailer for direct mail. Write The 
Steelcraft Manufacturing Co., Dept. 
a 9017 Blue Ash Road, Rossmoyne, 

io. 


The basic subject of time-and-place 
utility is thoroughly covered with pic- 
tures and captions in the current issue 
of “Material Handling News.” Start- 
ing with the receiving dock, modern 
material handling techniques and ma- 
chines are outlined through storage, 
processing and assembly, warehous- 
ing, and finally shipping. Using ac- 
tual “on the job” photographs to 
illustrate the best methods for meet- 
ing the varying problems encountered 
and overcome in these several fields, 
the issue should be of real practical 
interest to anyone handling materials. 
Write Clark Equipment Company’s 
Industrial Truck Division, Dept. AL, 
Battle Creek, Mich. 

“What Do GM Diesels Do?” de- 
scribes the many uses Diesel engines 
fulfill in our modern economy. This 
entertaining and instructive. booklet 
is written in rhyme and is illustrated 
by drawings of locomotives, busses, 
boats, power shovels, saw mills and 
many other pieces of essential equip- 
ment that are today commonly pow- 
ered by Diesel engines. 


Write Detroit Diesel Engine 
Division, General Motors Corp., Dept. 
AL, Detroit 28, Mich. 
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Johnson : Products 


Bars, back-bars, ceilings and 
walls are readily formed from bam- 
boo poles, along with grass cloth, 
cycas palm leaves and coconut palm 
bark, according to Carl H, Johnson, 
Chicago designer-manufacturer. A 
considerable volume of this bamboo 
furniture is now used in basement 
rumpus rooms, according to Mr. 
Johnson. It is frequently being built 
in by tool-handy householders at 
material costs of as little as $85 for 
a 15’x15’ room with normal en- 
trances. Full and half-round bam- 
boo poles are used for walls, bar- 
fronts, planters, doors and cabinets. 
Poles are available in 9’ and 
12’ lengths, 1” to 114” and 114” to 
1144” diameters. They are easily 
split on the job or as part of the 
dealer’s service. For ceilings, also 
for walls above bamboo dados, 
straw cloth is available in 25”x30’ 
strips. Congo matting is also pop- 
ular for walls. Straw and congo 
cloth sections are attractively bor- 
dered with half-round bamboo. 
Material is generally applied over 
firring strips, and the bamboo bor- 
ders nailed to these strips. Write 
Johnson Products Company, Dept. 
o 1010 W. Weed St., Chicago 22, 


New Commercial Incinerator 
A new automatic, heavy - duty 
gas-fired incinerator has been de- 
signed to handle the disposal of wet 
or dry garbage and combustible 
refuse in stores, institutions, clin- 
ics, small apartment houses and 
multiple dwellings. This unit has 
a 4-bushel capacity and is known 
as the Incinor Model S-224. It is 
approved by the A.G.A. Labora- 
tories for use with natural, manu- 
factured and mixed gases. The 
burner unit employs a broad, “rib- 
bon” type flame and has an input 
of 40,000 BTU. The high input is 
designed to provide fast, complete 
combustion. A thermocouple shut- 
off control serves as a protection 
against both gas and flame failure. 
An insulated charging door is lo- 
cated, waist-high, in the cast iron 
top. The grates are heavy cast iron. 


The drawer-type ash receiver is 
conveniently located in the base, 
The firing chamber is made of 
welded steel. The outer casing is 
attractively finished in baked sili- 
cone base aluminum enamel. Write 
Bowser, Inc., Dept. AL, Cairo, III. 


Home Wiring Estimator 


A Home Wiring Estimator that 
takes the job of wiring estimating 
out of the “back-of-an-envelope” 
class of transaction and puts it on a 
strictly business basis is available 
from Westinghouse Electric Corpo- 
ration. It’s literally a “guided- 
tour” through the maze of calcula- 
tions that must be made before a 
wiring estimate can be figured. 
The Estimator includes a lot of 
data essential when planning wir- 
ing systems in a convenient form. 
The work sheets are laid out in a 
functional, step-by-step manner. 
What is most important, these are 
complete in every detail. This can 
be attributed to the fact that the 
sheets are based on “engineered 
wiring”—the kind of wiring sys- 
tem that provides for tomorrow’s 
electrical needs today. Starting 
logically with branch circuit re- 
quirements, it will be found that 
all have been provided for: gen- 
eral lighting, general purpose, 
small appliance, and the major ap- 
pliances that require special wir- 
ing considerations. For a copy of 
booklet SA-6815, Westinghouse 


Home Wiring Estimator, send 25c 
to Better Home Bureau, Dept. AL, 
Westinghouse Electric Corp., P. O. 
Box 2099, Pittsburgh 30, Pa. 
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New Circus Rug 

A new “Circus” felt base rug 
that highlights circus scenes and 
subjects for children’s rooms has 
been designed by the Sloane-Bla- 
bon Corporation. The company’s 
new floor covering, called “Circus 
Rug,” features more than 30 circus 
characters reproduced in a wide 
variety of colors on a light gray 
field. The rug is currently being 
presented to the trade for winter 
and early spring selling seasons. 
Among typical “three-ring” circus 
features are: gaily costumed 
clowns, trained seals, elephants, 
lions and tigers, aerial artists tight- 
rope walkers and circus wagons 
drawn by prancing horses. Rug 
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Pullman Sash Balances are better 

+ more economical for builders 
than windows having weight boxes, 
sash weights, chains, cords and pul- 
leys. Installation is fast. Little on- 
the-job carpentry work is required. 
Thus labor costs are low. Pullman 
Balances are a sales aid to lumber 
dealers selling prefabricated win- 
dows and Pullman Balances asa unit. - 


















THE BALANCE WITH 
A LIFETIME GUARANTEE 
Every Pullman Sash Balance is guaranteed against 


imperfect workmanship or material during the 
lifetime of the building in which it is installed. 


WRITE FOR LITERATURE 
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Norway Pine 
RAINY LAKE LUMBER CO. Ltd. 


Sctes Office 


2020 Chicage Title & Trust Bldg. CHICAGO 2, ILL. 


Seiling the Predects ef J. A. Mathiew, Ltd., Rainy Lake, Ont 
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el HURTSBORDO 
LUMBER COMPANY 


MANUFACTURERS 


Short Leaf Pine 


AND 


Hardwood Lumber 
Boards Our Specialty 
AND RESAW PINE AND HARDWOOD 


PHONE 148 
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The HURTSAONRN 


















Manufacturers of 
HIGH GRADE END MATCHED 


FLOORING Ci Ine. 
OAK FLOORING 


| i} 
in 25/32in. 1/2in. 


Moulding Pine Finish @ We are in a position to Ship Oak 
Flooring and Air Dried Yellow Pine Boards 
in the Same Car 


Phone 129 











Plant at HURTSBORO, ALABAMA 2 














CUEEE etek: THE LOWEST PRICED 


PLANER ~— 
THAT’S REALLY PRACTICAL 


For the small shop, mill or lumber yard that desires to keep equip- 
ment costs to the lowest practical minimum, the BUSS No. 208 is 
the perfect answer! It will handle everything within its 20" x8" 
capacity with speed and accuracy. It has a heavy cast iron base, 
sectional infeed-roll, sectional 
chipbreaker, 4 driven rolls, built-in 
knife grinding-jointing attachment, 
fully enclosed motors and many 
other desirable features. Available 
in various feed rates, Write for 
details. 


















The BUSS line 


contains the ideal 
planer for every pro- 
duction set-up — 
single and double 
cabinet surfacers in 
various capacities and 
the No. 55 Double 
surface Roughing 
Planer. Bulletins on 
request, 


' PLANER 
SPECIALISTS 


BUSS 


MACHINE WORKS 
238 EIGHTH ST., HOLLAND, 
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borders accent “Big Top” circus 
tents, clowns, donkey chariots and 
ring masters. A comprehensive 
point-of-sale program has been de- 
veloped by Sloane-Blabon for the 
Circus Rug. Dealers are supplied 
with traffic-building sales helps that 
include a 22” by 32” display, easel- 
ed and strung, for counter, floor or 
window use; a special Christmas 
streamer for window or store in- 
teriors; newspaper advertising 
mats; radio announcements for 
local station’s use, and a brochure 
for consumers. Write Sloane-Blabon 
Corporation, Dept. AL, 295 Fifth 
Ave., New York 16, N. Y. 





Trans-A-Level 


“Trans-A-Level” which incor- 
porates the use of an ordinary 
carpenter’s level fitted with small 
metal clips for sighting, is said 
to be amazingly accurate for level- 
ing, grading and simple surveying. 
The product can be placed on any 
handy platform (pile of bricks, a 
wall, a mound of earth, a pair of 
cement blocks, etc.); a carpenter’s 
level is then placed on top, and the 
stub adjusting legs turned so that 
the “Trans-A-Level” is perfectly 
level. Spring clips are then slipped 
on the carpenter’s level and the 
user sights along them much the 
same as on a shot gun. Write Ar- 
gyle Manufacturing Co., Dept. AL, 
Colchester, IIl. 


"Black Velvet’ Conveyors 


Oral T. Carter & Associates, Inc., 
is manufacturing a complete line of 
conveyor equipment and machinery, 
known as Carter Black Velvet Con- 
veyors. The Carter firm is introduc- 
ing a new process: All bearings and 
working parts of Carter conveyor 
wheels and rollers are treated with 
a deep penetrating oil which in- 
sures a self-lubricated operation. 
The process is said to give rust pre- 
ventive qualities not before possible 
in conveyor equipment. Carter’s 
president reports that rust, corro- 
sion, galling and abrasive condi- 
tions, in the average plant, cause 
a maintenance and operating prob- 
lem not previously solved. This new 
process will, in his opinion, not 
only reduce maintenance and re- 
pair costs but will also insure a 
smoother-operating conveyor line 
by reducing friction and drag to a 
minimum. Distribution of this new 
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. turer, 


line is now being arranged. Write 
Oral T. Carter & Associates, Inc. 
Dept. AL, 1704 Dreman St., Cincin- 
nati 23, Ohio. 





Self-Inking Hand Stamp 


Print-O-Stamp is an improved 
hand stamp device for printing 
labels, endorsements and short mes- 
sages in volume quantity at low 
cost. Users can make a stamp in a 
matter of minutes at a cost of a 
few cents. No skill is required to 
operate. Just type a stencil, snap 
it on and Print-O-Stamp is ready 
for use. Produces thousands of 
sharp, clean copies with a single 
inking. Patented, large capacity 
ink reservoir automatically meas- 
ures the flow of ink. When more 
ink is necessary, all it takes is a 
light press of the knob at the top 
of the handle. No stamp pad is 
needed. According to the manufac- 
Print-O-Stamp prints on 


labels, packages, boxes, tags, car- 
tons, bulletins—on anything, any- 
where. Ink dries fast, won’t smear 
and is waterproof. Write Print-O- 
Matic Co., Inc., Dept. AL, Merchan- 
dise Mart, Chicago 54, IIl. 





“Immediate-Set" 


The addition of pulverized natu- 
ral rubber to an industrial floor 
material consisting of asphalt-rock 
limestone and cold asphalt emulsion 
is said to increase life span of the 
floor, reduce brittleness in sub- 
freezing weather and _ provide 
greater traction when wet. It also 
lessens the tendency to rut or wave. 
Resistance to loads, impact and 
shock is reportedly three times as 
great as for the same material 
without the rubber which makes it 


particularly desirable for areas sub- 
jected to crushing action of steel- 
wheel vehicle traffic. There is a 
“liveness” about the installed floor 
which indicates its inherent ability 
to fight back at traffic and other 
aggressive forces. The material, 
marketed under the trade name 
“Immediate - Set,” is suitable for 
large-area floor resurfacing with a 
relatively thin (4% inch) layer and 
for patching small damaged areas 
either in interior or exterior loca- 
tions. After rolling or tamping to 
floor levels it can be used imme- 
diately. Write Flash-Stone Co., Inc., 
Dept. AL, 30 E. Rittenhouse St., 
Philadelphia 44, Pa. 








Storage Wall Cab-Units 

Cab-Units are easy-gliding, slid- 
ing-door, storage wall cabinets 
available in hardwood birch or pine 
(no knotty pine used) all clear 
stock, sanded to a satin finish 
ready for paint, stain or lacquer. 
Hang on the wall or simply stand 
on the floor. Can be stacked one on 
top of the other and assembled side 
by side to form a storage wall or 
used individually for decorative 
purposes. Shelves are adjustable at 
intervals of 1” from bottom to top; 
as many as 14 may be added to one 
unit. Cab-Units are shipped un- 
assembled, easy to stock, space sav- 
ing, inexpensive to ship. All grooves 
and corner-locking joints are pre- 
cision cut to insure a perfect, clean 
tight fit; can either be nailed or 
glued (nails and sufficient glue fur- 
nished in each Cab-Unit package) ; 
assembly time is ten minutes per 
unit. Write Federated Industries, 
Dept. AL, 129 Lexington Ave., New 
York 16, N. Y. 


Molded Plywood as 
Structural Material 


Keller Products Inc. in conjunc- 
tion with the military shelter pro- 
gram, has developed bonded ply- 
wood structural “I” beams. From 
the design engineering aspect, this 
product is said to have the advan- 
tage over other types of wood mem- 
bers in that each sheet of veneer 
going into the construction is care- 
fully inspected. Therefore, the 
structural member would consist of 
clear straight grained stock as 
would be a test specimen used in 
determining its basic strength. In 
calculating the loading capacity of 
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SARAN SCHEER CLOMM 


Nationally advertised 


1pRooF Lumite—the ideal screen 
RUS 

*« ! cloth for every exterior use 

ypRooF —is distributed through 

a” sTAl hardware, woodwork and 

} building supply wholesalers. 

purasle Order now! Write for FREE 


sample and information. 


LUMITE DIVISION 


CHICOPEE MFG. CORP. OF GEORGIA 
40 WORTH STREET, NEW YORK 13, N. Y. 
















IN THE SERVICE OF 


LUMBERMEN 


@ Specialists in protection for the lumber 
industry. 

@ professional safety engineers. 

@ more than 90 branch claim offices coast to 
coast and in Canada. 


Substantial divide es ben 
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D. M. McCuntock LumBer Co. 


Terminal Sales Building, 
PORTLAND 5, OREGON 


Telephone: Atwater 9355 


Douglas Fir @ Red Cedar 
Sitka Spruce & Hemlock Lumber 
Shingles 


*  Exelusive Mill Agents 
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Top Quality 
West Coast Woods 


New 6-ff. band mill ssa 


H New planing mill Pine 


AS New dry kilns © Sugar Pine 


With the completion of the new band ea OTL ES 
mill, plan ing mill a a dry kilns of our 
subsidia ry, Souther Oregon Planing Mil Fir 


o. Inc., we're in better position than 
@ White Fir 











P. O. Box 707, Medford, Oregon (\% e q 

Phone: Central Point, Oregon 1091s & 

Exclusive Sales Agents for y, & 

Southern Oregon Planing Mill Co., Incteas™ 
Jackson Creek Lumber Company, Inc. 
Reputable Sales Representatives Throughout the Nation. 
H. G. Dowson A. W. Lingaos 
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the molded plywood structural 
member, the reduction for grade of 
its basic strength would not be 
necessary. Similar “I” beam units 
can be devised to meet the strength- 
weight ratio required in larger and 
heavier construction. The success- 
ful application of 1” x 10’ molded 
plywood angle units for the Unicel 
Freight car is indicative of the use 
of molded plywood in heavy con- 
struction. These angle pieces were 
used as corner parts on lap, bot- 
tom and sides of cars. Write 
Keller Products, Inc., Dept. AL, 
Manchester, N. H. 





New Water Softener 


The new Super Ball-O-Matic is 
a water softener specially designed 
to provide plenty of soft water 
with a minimum of effort on the 
part of the owner. Its Quadra-Flow 
controller keeps all controls in the 
one valve and operated by one 
lever. The timing valve, which is 
optional equipment, then provides 
an automatic shut off of the drain 
when the regenerating operation is 
complete. It has a built-in auto- 
matic Backwash-Flow Control 
which provides exactly the right 
backwash flow and washes the 
mineral bed properly without dis- 
sipating costly softener minerals. 
The slotted, vertical Equa-Flow 
distributor provides perfect dis- 
tribution of water flow through 
the mineral bed during  serv- 
icing and back-washing Auto- 
matic shut-off valve is supplied 
optionally. When this valve is used, 
water at fixtures is automatically 
shut off during regeneration, and 
then returned to service when re- 
generation is complete. Write Rey- 
nolds Shaffer Company, Dept. AL, 
oy Cloverdale Ave., Detroit 4, 

ich. 
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Cedarizing Compound 


Cedar-wall used for cedarizing 
closets inexpensively, is a new com- 
pound of pulverized heart of cedar, 
reenforced many times with pure 
cedar oil and needs only to be mix- 
ed with water and applied. It is 
applied to a thickness of a ;, of 
an inch and reportedly gives a last- 
ing wall that retains its sweet, 
clean, aromatic cedar qualities a 
lifetime, Being absorbent, addi- 
tional cedar oil may be brushed on 
any time a stronger cedar aroma is 
desired. Can be applied with brush 
or trowel. Write National Merchan- 
dising Associates, Dept. AL, 672 
South Lafayette Park Place, Los 
Angeles 5, Calif. 
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Now Household Plastic Glue 


A new plastic bonding agent de- 
scribed as the “stickiest stuff 
ever known” is marketed under the 
name 410 M Plasticate. It is said to 
bind much better than glue, and is 
being used commercially by cabinet 
makers. It dries transparent with- 
out stain in a matter of minutes 
and requires no clamps or other 
holding devices. It is a clean, odor- 
les liquid and can be applied with a 
brush or simply with the finger 


(like paste). Excess can be wiped 
off, leaving a clean, barely visible 
joint. It defies shock, weather mois- 
ture, solvents and the ravages of 
time and children, Won’t peel, 
crystallize, or decompose. 410 M 
Plasticate is especially effective on 
wood, cardboard, paper, ceramics, 
pottery, plaster, cloth, leather, cork, 
and its uses are unlimited. In the 
home it’s ideal for the woodwork- 
ing shop, for hobby and mode 
building, for mending broken dish- 
ware, pottery, furniture, toys, 
books, plastics and dozens of break- 
able objects used in and around the 
household. Write Stewart-Lundahl 
Company, Dept. AL, 7349 Cold- 
water Canyon Ave., North Holly- 
wood, Calif. 


TYPE OF WORKMANSHIP 
RECOMMENDED TO SECURE Dry 


Brick 
Walls 





Insure Watertight Walls 
Two very interesting brochures 
are offered by the Louisville Cement 


Company: “Type of Workman- 
ship Recommended to Secure Dry 
Brick Walls’, and “Specifications 
Recommended to Secure Dry- Brick 
Walls”. Since leaky brick walls are 
probably the most misunderstood 
problem in the building industry, 
this valuable information is im- 
portant to insure watertight walls. 
Subjects discussed in the first bro- 
chure cover bed joints, head joints 
in stretcher courses, cross joints in 
header courses, closures, tile or 
block, type of joints, nail holes, 
shifting position of brick, parging, 
and tooling joints as an alternative 
for parging. “Most cracks through 
which water can pass are due to 
one of two causes...” This titles 
one of the sections in the Specifica- 
tions Brochure which scientifically 
discusses the proper use of brick 
and mortar. How leaks can be pre- 
vented, how brick should be laid, 
and “slushing does not take the 
place of back-plastering”, are just 
a few of the additional titles. For 
copies of both brochures write 
Louisville Cement Co., Dept. AL, 
Louisville, Ky. 
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Delta Radial Arm Saw Catalog 


Delta’s complete line of radial 


arm saws for home, commercial 
and industrial use, is featured in 
a 12-page catalog. Complete speci- 
fications of all four models are 
given. Special accessories for the 


radial arm saws, such as molding 


cutter head sets, drill press attach- 


ment, mortising attachment and 
dado head set are clearly illus- 
trated. Write The Delta Power 


Tool Division, Rockwell Manufac- 
turing Company, Dept. AL, 600 E. 
Vienna Ave., Milwaukee, Wis. 


Malarkey Plylock Door 


A new featherweight flush door 
is being placed on the market by 
M and M Wood Working Company. 
It will be called the Malarkey Ply- 
lock door. The new doors are mass- 
produced in plywood presses, the 
surface veneers being hot press 
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bonded to the core in a manner 
which has allowed it to pass the Fir 
Door Institute 10-cycle glue bond 
test with flying colors. Surfaces 
for the Plylock doors are Rift 
Grain (VG) Fir, Rift Grain Red- 
wood, Rift, Grain Lauan (Philip- 
pine Mahogany) and Rotary Cut 
Lauan. It has a new interlocking 
core which is said to increase rig- 
idity to an appreciable degree. The 
core is kiln dried Douglas Fir. Its 
interlocking nature gives rigidity 
and allows extra veneers to be abol- 
ished and hence, produces a lighter 
weight flush door. Write M and M 
Wood Working Company, Dept. AL, 
Portland, Ore. 





Coffing Hoist Load Binder 


The latest Coffing load binder 
weighing only 10 lbs. and exerting 
a pull of 3,000 lbs., works on the 
ratchet hoist principle; will take up 
or slack off a load chain any amount 
up to a full 20% inches—or more 
if a longer chain is used in the 
binder. According to the manu- 
facturer, this advantage over eccen- 
tric type binders is especially im- 
portant with “springy” loads where 
the binding chain or cable must be 
tightened by force through con- 
siderable distance in order to fully 
secure the load. Also, if a load 
settles in transit, the new Coffing 
unit is easily tightened any 
amount without the necessity of 
releasing the entire load to take a 
new “grab.” Full strokes can be 
used for rapid take-up; half strokes 
permit minute adjustments. To 
further speed operation, the binder 
chain may be pulled freely through 
the ratchet when not under load. 
Another safety feature is that the 
handle bends before the binder can 
be overloaded beyond safe limits. 
Write the Coffing Hoist Co., Dept. 
AL, 800 Walter St., Danville, Ill. 
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Campro's. C-Ur Mailbox 


This is Campro’s_ transparent 
mailbox with back and lid available 
in black, grey, mahogany or copper. 
The box is 100 percent rust-proof 
... ideal for salt water areas. Front 
is made of heavyweight clear poly- 
styrene. Slanted bottom throws 
mail to the front, and extra large 
opening permits easy removal. 
Large size easily accommodates 
magazines and oversize mail deliv- 
ery. Anti-freeze lid, and moisture 
drains at base, insure full ventila- 
tion. It is believed that far greater 
use will be made of this item in 
view of today’s metal shortages, 
thus increasing still further the al- 
ready wide acceptance it has had 
in the trade. The box is supplied 
with screws ready for mounting. 
Write The Campro Sales Company, 
Dept. AL, 1300 Fourth St., S. W., 
Canton 2, Ohio. 





Breathing Units 


These ingenious small breath- 
ing units, called Damp Vents are 
designed to relieve moisture con- 
densation found in tightly built 
houses. The vents allow moisture 
exchange through walls without 
free air circulation. This in turn 
controls the moisture damage of 
peeling paint, wood rot, discolored 
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and “sweating” walls. Damp Vents 
have built-in insect screens and 
rain blocks.. The units are made of 
rustproof aluminum or tenite plas- 
tic. To install, simply drill 34” hole 
through siding and insert. Write 


Damp Vent Company, Dept. AL, 
Bettendorf, Iowa. 





Portable Loading Dock 


Firms without loading docks 
have serious problems in loading 
and unloading trucks, freight cars 
or vans. Speedways’ latest develop- 
ment, a portable loading dock, is 
designed to solve this problem. 
Easily portable or locked into posi- 
tion, conveyor can be used for load- 
ing and unloading heavy merchan- 
dise as well as lighter material. 
Its “right size” design provides 
proper balance even when the 
heaviest merchandise is being han- 
dled. Conveyor is supported to 
withstand heavy loading shocks. 
Hydraulic adjustment mechanism 
enables conveyor to be adjusted to 
any truck or car level height. Lower 
end of conveyor is designed so that 
cartons or crates can be wheeled 
up on end by hand trucks, and with 
a flick of the wrist be guided over 
and onto the belt. Write Speedways 
Conveyors, Inc., Dept. AL, 1308 
Niagara St., Buffalo 13, N. Y. 





Diesel Power for Yardlift-40 


New diesel power for the Yard- 
lift-40 fork-lift is available to 
effect fuel-cost savings. The engine, 
a Model DIX-4D by Hercules, has 
a bore of 35%” and a stroke of 4”. 
Displacement is 166”, giving a 
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brake horsepower of 44 at 1950 
r.p.m. Maximum torque develop- 
ment is 118 ft/lbs. The power 
plant meets Clark’s already high 
specifications as to performance 
and economy of operation. Major 
specifications, such as 854%” turn- 
ing radius, overall width of 4134”, 
length, etc., remain the same with 
the new engine as for the present 
Yardlift-40. The only operating 
changes will be the minor ones as- 
sociated with diesel operation. Eli- 
mination of an ignition system re- 
duces sparking dangers in areas 
of high inflamability—another ad- 
vantage of diesel power, though 
the new installation cannot take 
the place of a fully spark-proofed 
vehicle. Write Clark Equipment 


Company, Dept. AL, Battle Creek, 
40, Mich. 





New Leveling Instrument 
Hydrolevel announces 


a new 
leveling instrument for carpenters, 


masons, plumbers, shorers and 
movers, and other trades in the 
construction field. Based on a new 
application of the old principle that 
a liquid seeks its own level, the 
Hydrolevel sets a new standard for 
speed, accuracy and economy for 
extended leveling in construction 
work, the company claims. Op- 
erated by only one man, the in- 
strument quickly establishes level 
lines with accuracy based on a hy- 
drostatic principle rather than on 
delicate adjustments. Besides econ- 
omy in operation and maintenance, 
the Hydrolevel is also low in first 
cost on the basis of comparative ac- 
curacy and dependability. Con- 
structed principally of aluminum 
and plastics, the Hydrolevel is 
designed for years of reliable serv- 
ice. Use.of clear plastic renders 
the liquid medium visible and gives 
assurance of accurate operation. 
For special folder write Hydrolevel, 
Dept. AL, No. 27 De Soto Ave., 
Ocean Springs, Miss. 
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New-Type Aluminum Window 


Two years of design and develop- 
ment by Arlite Industries, Inc., has 
resulted in a completely new type of 
aluminum window, both for storm 


sash and primary applications. 
Several exclusive features include 
a “magic clutch” control with finger 
touch operation eliminating cum- 
bersome balancing devices, an 
“alumilite” anodized finish for com- 
plete weather protection and a 
track spreader which permits re- 
moval of the sash and screen from 
the inside in a few seconds with- 
out the use of any special tools. 
Windows are fully weather stripped 
at meeting rails and at the tracks. 
Full information on the _ triple- 
track storm sash, the three-track 
prime window consisting of two 
glazed sash and one-half screen 
sash and a five-track prime window 
which combines in one unit a 
double-hung window and _ storm 
sash and screen, is given in a four- 
page folder. (A few distributor- 
ships are still available in selected 
areas.) Write Arlite Industries, 
Inc., Dept. AL-B, 76 Hudson St., 
New York 13, N. Y. 





The "Mitermaster™ 

A lightweight radial arm saw, 
known as “Mitermaster”, has been 
developed by a manufacturer of 
specialized wood products who de- 
vised the power-cutting tool in or- 
der to build a new nine-room 
dwelling by himself. The Miter- 
master will fit any 234” drill press 
column in the home workshop and 
may be swung to one side when 
not in use without limiting the 
function of the drill press. It is 
light enough to be set up inside 
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DRY FIR VENEERS 


We have installed the most modern Coe Veneer man- 
ufacturing equipment and are producing highest qual- 
ity veneers 6, 7, and 8 foot lengths, thickness 1/10, 
1/8, and 3/16 clipped and dried to customer's speci- 
fications. 


ARCATA PLYWOOD CORPORATION 


Arcata, Cal. 


Phone 966-J TWX Arc. 94 


Eastern Sales Representative: 


PLYWOOD DISTRIBUTORS, 11 W. 42 St., New York, N. Y. 
Phone Wisconsin 7-4555 TWX NY-1-3654 
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THE MEADOW RIVER 
LUMBER CO. 


Manufacturers of 


West Virginia Hardwoods 





Rainelle, W. Va. 











cut) BRUCE BLOCK FLOOR 


For literature and prices, write 
E. L. Bruce Co., Memphis 1, Tennessee 














You can save your cus- 


tomers up to 30% by 
recommending and sell- 
ing 2nd and 3rd Grades 
of Diemond Hard Maple 
Flooring. oh 





Diamond Hard is ideal for new 
construction or remodeling. Write 
for full information. 


Don't overlook 
Otamond Hard 
Heavy duty floor- 
ing. 











J. W. WELLS LUMBER CO. 


Menominee, Michigan 
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Facilities to Serve You 


DRY KILNS—20 Tracks of Latest Moore De- 
sign. Capacity 1 million feet per 
charge. 


DRY SHEDS—Ample Storage Adjacent to Car- 
line Means Dry Lumber for you. 


DRY LOADING DOCK—-Can Load 19 Cars 
Under Roof. Assures you quick 
Shipment Regardless of Weather. 


THERE IS NEVER A LET DOWN 
IN OUR QUALITY- 
PRECISION MANUFACTURE 





Mills at Anderson & Canby, California 
Sales Office: Anderson, California 











49 








a house during early stages of 
building for cutting studs, rafters 
—on through interior finish. It 
takes saw blades up to 10”. Mar- 
keted less motor, belt pulley and 
saw, Mitermaster can be used with 
motors of from one-quarter to one 
horsepower depending on individ- 
ual requirements. While designed 
primarily for cut-off and dadoing 
operations, it will perform many 
other specialized operations includ- 
ing rabbeting, ploughing and shap- 
ing. For literature on Mitermas- 
ter write R. W. Hendrick Com- 
pany, Dept. AL, 11 Selman S&t., 
Marblehead, Mass. 





New "Pecky Surface” Paneling 


Latest addition to Rosboro’s list 
of products is Seadrift Paneling, 
which has a distinctive “pecky sur- 
face,” unusual coloring and texture. 
The paneling offers a new ap- 
proach to decorating home, office 
and display room interiors. A wide 
range of finishes and colors is 
applicable in finishing this weath- 
ered wood. Kiln dried, it is furn- 
ished in all random widths, and 
manufactured to usual standards. 
For samples write Rosboro Lumber 
Company, Dept. AL, Springfield, 
Ore. 





Monogram Door Knocker 


Ajax has added a unique door 
knocker to its new line of cast 


brass hardware. Its shape is a 
monogram which raises up to be- 
come the knocker. The monogram 
door knocker is made in all the 
letters of the alphabet ... cast 
of durable brass, but available too 
in all standard finishes. Ajax is 
also introducing a combination 
monogram door knocker and grille. 
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Both products are competitively 
priced with conventional designs. 
Write Ajax Hardware Manufac- 
turing Corporation, Dept. AL, 4351 
Valley Blvd., Los Angeles 32, Calif. 


Be anne Re «Rae ene 














Switch-Outlet-Wall Plate 


It combines a single pole T-Rated 
switch, outlet and wall plate. 
Switch and contacts are enclosed 
in a dust-proof housing. The item 
eliminates assembly problems, is 
easy to wire and simple to install. 
It fits any standard outlet box. Ap- 
proved by Underwriters Laborato- 
ries, this new combination unit is 
ideal for home, office, industrial, 
commercial or institutional use; it 
provides an extra outlet at the 
switch and eliminates the need for 
separate rewiring the line itself. 
The switch is independent of the 
receptacle. T-slotted receptacle has 
double-wipe phosphor bronze con- 
tacts. Large brass binding screws 
are for side wiring and will take 
No. 8 wire. Extra long bakelite 
toggle and a positive action switch 
assure long life. Write John I. 
Paulding, Dept. AL, New Bedford, 
Mass. 
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Heat-Loss Calculator 


Accurate heat-loss estimates are 
now possible with the Climate- 
maker Heat-Loss Calculator. It 
eliminates the drudgery, guessing 





and expense of heat loss calcuiating 
with complicated reference books 
and charts. Saves 11 steps in fig- 
uring heat loss. The Climatemaker 
gives 1) B.T.U. loss for each room, 
plus total loss from house. 2) 
C.F.M. requirements for forced 
warm air, Gravity 200° and Grav- 
ity 175° heating units. 3) Square 
feet of steam or hot water radia- 
tion required to heat each room. 
4) Pipe area; pipe, stack and 
blower sizes for forced warm air 
heating systems. 5) Pipe area, 
pipe and stack sizes for first, sec- 
ond and third floors when using 
Gravity 200° and 175° heating 
systems. 6) Line loss. 7) Coal 


furnace, oil furnace and gas burner 
sizes. 8) Cost of heating per sea- 
son. Write Climatemaker Heat 
Loss Calculator Co., Dept. AL-629, 
Box 378, Bloomington, IIl. 


Dustite Gaskets 


This Dustite gasket is said to 
positively seal metal casement 
windows from winter drafts, 
water, dust; and cut heating costs. 
Dustite is also used to seal out 
summer heat in air-conditioned 
homes and offices. Vinyl gasket 
slips snugly around inside edge of 
metal window frame. Flexible lip 
at top of gasket presses securely 
against metal portion of window 
frame containing glass panes to 
form absolute seal where frame 
and window come together. Metal- 
to-metal contact between frame 
and window is completely sealed 
and insulated. Time required to 
complete installation on average 
window opening is about five min- 
utes per frame. Only tool required 
is a pair of scissors. Dustite gas- 
kets are sold in 38-inch lengths 
and are cut to fit by the purchaser 
upon installation. Write Dustite 
Products Co., Dept. AL, 6 Canter- 
bury Drive, Dayton 9, Ohio, 
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NAMES IN THE NEWS 








ONE OF THE MOST HANDSOME new business buildings on Los Angeles’ 
South Broadway is the new Sales and Service Branch of The Black & Decker 
Mfg. Co., which will be occupied by the first week in January. 


New Black & Decker Los Angeles Location 


This brand-new structure at 2432 
So. Broadway (Los Angeles 7) fea- 
tures the latest facilities and conveni- 
ences for the customers of Black & 
Decker, including greatly expanded 
service repair and stock room space, 
a modern showroom for adequate dis- 
play of Black & Decker’s wide range 
of portable electric tools and a 
spacious L-shaped parking lot with 
entrances on both Broadway and 25th 
Street for customer use. Featuring 
a high pylon atop the building, which 
carries the company’s famous “hexa- 
gon” trade-mark, the new Black & 


Decker Los Angeles location can be 
easily spotted anywhere in the gen- 
eral area. 

The factory-trained service person- 
nel, under Service Engineer R. A. 
Lomas, will be augmented and 
equipped with the finest facilities for 
prompt repair to meet the growing 
use of Black & Decker, Van Dorn and 
Home-Utility tools in southern Cali- 
fornia, Arizona and southern Nevada. 

Waldo E. Bair is Los Angeles 
branch manager for Black & Decker, 
whose home offices and factory are 
at Towson, Md. 





Crown Can to Increase 


Capacity of Florida Plant 


Crown Can Company, Philadelphia, 
Pa., will double the capacity of its 
Orlando, Fla., operations with the ad- 
dition of a new building in the near 
future. 

Richard P. Swartz, president of 
Crown Can Company, reports that 
this expansion will be completed early 
in April 1952. Overall, the Orlando 
Plant will have over 90,000 sq. ft. of 
floor space, with a capicity of more 
than 150,000,000 cans annually, and 
will employ approximately 200 people. 
Mr. Swartz states that increased busi- 
ness in the company’s regular custom- 
ers and the desire to give better serv- 
ice in the Florida-Georgia Area, has 
necessitated this expansion. 


Bruning Expansion Announced; 
Mohrhusen Vice-President 


The appointment of Arthur H. 
Mohrhusen as vice-president of Brun- 
ing Brothers, Inc., Baltimore, Md., 
was announced recently by E. F. Bru- 
ning, president. Mr. Bruning also 
announced that Bruning Brothers is 
beginning an expansion program that 
will include a new plant to be located 
in the Gulf area. 

As a forerunner to the plant, New 
Orleans has been selected as a ware- 
house point to serve the Gulf South, 
Texas and the Mississippi. Offices 
have been opened in the International 
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Trade Mart in that city because of its 
prominence in Caribbean, South 
American and domestic trade areas. 
The New Orleans office will be super- 
vised by Mr. Mohrhusen, who will 
also manage the proposed factory 
when it is completed. 

Mr. Mohrhusen brings years of ex- 
perience to the Bruning Company, 
manufacturers of paints, varnishes 
and enamels. He is a former man- 
ager of the Superkleen Paint Brush 
Division and general merchandising 
and sales promotion manager for 
Devoe & Raynolds Company, Ince. 
Later he was merchandising director 
of the Rahr Color Clinic where his 
work included the home furnishings 
field as well as the building material 
and paint industry. Mr. Mohrhusen 
is a former chairman of the Paint 
Brush Division, American Brush Man- 
ufacturers Association and secretary 
of the 100 Year Association, New 
York. 

Bruning Brothers, Inc., was 
founded in 1923 and now serves paint 
distributors from the Great Lakes to 
the Rio Grande. The president, E. F. 
Bruning, is one of the founders of 
the firm. , 


Vancouver Firm Incorporated 


Strathnaver Lumber Co. Ltd. has 
been incorporated with capitalization 
of $50,000. Registered offices of the 
company are at No. 306—717 West 
Pender St., Vancouver, B. C. 


Miller Lumber Buys Interest 
in Coast Range Timber 


The purchase of an interest in 
Coast Range Timber Products, Salem, 
Ore., has been anounced by George E. 
Miller, president of the George E. 
Miller Lumber Company, Portland, 
Ore. The new operation features dry 
kilns which have a capacity of 80,000 
board feet. The plant is a complete 
remanufacturing mill and covers a 
seven-acre tract. Its convenient loca- 
tion on two railways will help expedite 
the movement of lumber. 

Warren Hoffman of Salem, Ore., is 
joint owner of the mill and will serve 
as plant manager. 

The George E. Miller Lumber Com- 
pany also owns mills in other parts of 
Oregon, the Cascadia Lumber Com- 
pany at Sweet Home, the Yaquina 
Bay Mills at Newport and the Oswego 
Planing Mill. A new mill is now under 
construction at Toledo, Ore. 


Progressive Sold to Standard 
Lumber and Supply Co. 


The Progressive Lumber Company, 
Fremont, Mich., was sold early in De- 
cember by owners Lawrence Williams 
and James Tobin to a Grand Rapids 
(Mich.) firm, the Standard Lumber 
and Supply Company. The latter con- 
cern is owned by four Rottschafer 
brothers. Founded by the late Samuel 
Stowe 25 years ago, the Fremont 
business has been operated by Tobin 
and Williams for the past six years. 
Albert Teerman is new general man- 
ager for the firm; other employes re- 
mained with the new owners. 


Goodrich Asbestos Tile 
Featured on "Celebrity Time" 


A series of commercial announce- 
ments featuring B. F. Goodrich Floor- 
ing Products, Watertown, Mass., is 
now being presented on the popular 
B. F. Goodrich “Celebrity Time” tele- 
vision show, seen Sunday evenings 
across the nation. The first of these 


‘ sales messages was made on Novem- 


ber 25; the second and third on .De- 
cember 9 and 16. These first messages 
featured Arraflor, the company’s new 
vinyl-plastic asbestos tile. 


Seattle Branch Opened 
by Skilsaw, Inc. 


A milestone in the factory branch 
expansion program of Skilsaw, Inc., 
Chicago manufacturer of portable 
power tools, was reached when the 
Seattle branch formally opened new 
quarters December 18, Paul Watts, 
vice-president in charge of sales, an- 
nounced. 

The move in Seattle to a 4,000- 
square-foot location at 818 Jones St., 
was necessitated by the great in- 
crease in the use of portable power 
tools in the area, Mr. Watts said. To- 
gether with home workshop tools, 
the portable power tool industry now 
does $100,000,000 of business a year, 
according to Mr. Watts. 

The Seattle branch serves most of 
the state of Washington, all of Mon- 
tana and the northern part of Ne- 
vada. A sub-branch is maintained in 
Spokane. The Seattle unit is man- 
aged by Henry (Hank) Linder. 
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"Interiors by Gold Bond" 


Building and remodeling 
whether your prospects are interested 
in building a rumpus room or re- 


ideas— 


modeling a cocktail lounge— are 
smartly portrayed in the pages of 
“Interiors by Gold Bond.” The many 
pictures showing remodeled rooms in 
actual color stimulate immediate at- 
tention. The book is filled with pic- 
torial suggestions. Photo of a con- 
temporary cottage illustrates how ef- 
fectively Gold Bond planks and tiles 
can be adapted to any architectural 
style or decorative motif. Another 
shows how cellar becomes popular 
room in the home with remodeled 
variegated planks, ivory tiles, sturdy 









hardboards—and a dash of ingenuity. 
Numerous pictures illustrate the at- 
tractive use of insulation board for 
walls and ceilings of hobby rooms, 
attic apartments, fountains, offices, 


' elubs, churches, shops, etc. For copy of 


“Interiors by Gold Bond,” write Na- 
—_ Gypsum Company, Buffalo 2, 
me X« 
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Economical and practical method of providing protection against air attack in 


the private home. 


Hore Cellar for the Atomic Age for New or Existing Cellars 


The Bilco Company, New Haven, 
Conn., reports the most thought-pro- 
voking problem confronting civil de- 
fense authorities today, is how to 
recommend construction of public and 
private air raid shelters which will 
also serve some other day-to-day pur- 
pose. Authorities, they say, are now in 
complete agreement on one point... 
the home basement provides all the 
needed protection for the individual 
family when it is equipped with a 
safety exit. For obvious reasons, this 
should be a sturdy, fireproof, and 
easily-operated steel door. 

Whether or not a specially rein- 
forced room is built, as shown on the 
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drawing, would depend to a great ex- 
tent on the locality of the home and 
its nearness to industrial or military 
installations. In any event, according 
to Bilco officials, the outside door 
will be performing its everyday func- 
tion as it is doing on thousands of 
homes right now. 

Shelter room may be any required 
size—could be recreation room—fire- 
proof storage—dark room—vegetable 
cellar, etc. Should be kept equipped 
with first aid materials, canned fruit 
juices, canned foods that do not re- 
quire cooking, large electric battery 
lantern, folding cots, blankets, axe, 
crow bar and other essentials, in case 
house is burned or blown away. 


"New Spring Special" 
Announced by Youngstown 


Youngstown Kitchens dealers will 
open a “New Spring Special” promo- 
tion February 15, featuring a 54-inch 
cabinet sink. The promotion, de- 
signed to build store traffic and assist 
dealers in the traditionally small- 
volume months, closes March 31. It 
is patterned after a similar promotion 
that dealers found highly successful 
in 1949. The same suggested retail 
price has been established for basic- 
ally the same unit, despite increased 
costs and rising prices since that. time. 

Dealers will spark the promotion 
with sink display cards, window ban- 
ners, mailing broadsides and newspa- 
per advertising. National advertising 
support will appear in Youngstown 
Kitchens advertisements in February 
issues of McCall’s, American Home, 
Ladies Home Journal, and Household. 
Trade paper advertising appears in 
January. 

The featured cabinet sink has a sin- 
gle bowl, two drainboards and an im- 
pressed soap dish in a porcelain en- 
ameled top; standard faucet assembly, 
two drawers, four doors and three 
large storage compartments, one with 
a shelf, in the undersink cabinet. 


46 Finish 3-Week Course 
Conducted by Johns-Manville 


The first of the series of new 
Johns-Manville training schools, an- 
nounced on October 4, 1951, has been 
concluded. Each of these schools is 
a three-week graduate course de- 
signed for the junior executives of 
dealers handling Johns - Manville 
building materials. Forty-six, from 
Florida to Maine and from Texas to 
Wisconsin attended the first school. 
Twenty-four men are executives—one 
partner, one Executive Vice-President, 
two Vice-Presidents, one Secretary, 
one Assistant Treasurer, one General 
Manager, two Assistant General Man- 
agers and four Assistant Managers. 
There are three Sales Managers and 
two Managers of Home Improvement 
Departments. Fifteen of the trainees 
are salesmen. 

More than 40 hours during the first 
two weeks were devoted to the manu- 
facture and selling benefits of the 
company’s specific products. 

In addition, the trainees visited the 
Manville factory to see roofing, sid- 
ing, home _ insulation, insulating 
board, flexboard, etc., in the course of 
manufacture as each was discussed. 

Following each factory trip visual 
demonstrations were made of the ac- 
tual application of each product with 
the trainees grouped around the dem- 
onstrator for “close-up” observation. 

After each product discussion the 
problems of estimating and measur- 
ing in connection with that product 
were fully covered and actual prob- 
lems were worked out by the trainees 
during the sessions. For a day and 
a half the whole gamut of- the farm 
market was discussed; a day was de- 
voted to Sales Promotion and Adver- 
tising and three days to Selling and 
Salesmanship. 

The Director of the School was H. 
F. (Herb) Lotz and the classes were 
held at the Johns-Manville Research 
Center, Manville, N. J. 
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have been select- 
ed for the win- 
dows and doors 
of the new 100- 
cottage resort of 
Mashnee Village 
on Cape Cod, at 
Buzzards Bay, 
Mass. These 
Cape Cod- type 

*“Lumite 
cottages, located 
on 70 acres of 
land, including 
two miles of pri- 
vate beaches, are 
completely insu- 
lated. 





Lumite Screening in New Cape Cod Resort 


“The screening was selected because its rustproof qualities make it impervious to 
high humidity and corrosive salt air of Cape Cod’s climate,” according ‘to 
Stephen A. Days, owner. “This screening needs no protective paint, and can 
even be left on all year round, if desired.” Easy to maintain, Lumite screens can 
be hosed down or washed with 1 damp cloth. 





Long-Bell Sound-Color Film 


The fascinating story of the lum- 
ber industry is told in a new sound 
and color motion picture released by 
The Long-Bell Lumber Co. The pic- 
ture, which was recently taken at 
the Long-Bell operations in the south 
and along the Pacific Coast on 16- 


mm. film, brings to the screen an en- 


tertaining 31-minute story to ac- 
quaint lumbermen and laymen with 
lumbering from the growing and har- 
vesting of trees to the manufacture 
and use of products. 

_ Entitled, “Tree to Trade,” the mo- 
tion picture devotes a short sequence 
to the history and growth of the 76- 
year-old company and then takes the 
viewer into the tree plantations of the 
south and Pacific Northwest; into the 
logging camps of California, Wash- 
ington and Oregon; through one of 
the world’s largest sawmills; illus- 
trates the manufacture of many lum- 
ber products and closes with scenes 
In an average lumber yard with a 
salesman making a sale. The film is 
nee for use by the general pub- 
ic. 

_“Tree to Trade” has been pre- 
viewed by several lumber and educa- 
tion groups with the result that the 
picture has received an award for 
merit in Seattle; has been selected 
by the U. S. Department of State for 
inclusion in an informational packet 
of industrial films for projection 
abroad; has been used for -instruc- 
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tional purposes in schools and _ uni- 
versities and has entertained frater- 
nal, church and civic groups. The film 
is being distributed from the Kansas 
City, Mo., and Longview, Wash. of- 
fices without charge. 
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Cooperate in Kitchen-Built-in 
Gas Range Promotion 


Cooperative promotion of packaged 
kitchen units featuring built-in gas 
cooking equipment by Chambers Cor- 
poration, Shelbyville, Ind., and cabi- 
nets by Harrison Steel Cabinet Com- 
pany, Chicago, is announced by two 
firms. Shown here examining Cham- 
bers In-a-Wall oven are representa- 
tives of the companies—E. F. Mullen 
(left), general manager of Chambers’ 
Illinois distributing organization, and 
Chester Cain, executive vice-president 
of Harrison. 

Both firms first displayed their 
products together successfully at the 


recent Navy Pier home show in Chi- 7 


eago. A Harrison kitchen, produced 
in a pastel pink motif, was exhibited, 
complete with the new Chambers 
counter-level In-a-Wall oven and In- 
a-Top “drop-in” three-burner unit. 
The unique display provided one of 
the highlights of the home show, 
attracting more than 100,000 persons 
to the Harrison booth. 


The Godfrey Lumber Company, 
Kalamazoo, Mich., was host to its 
customers, business associates, archi- 
tects of the city, and employes De- 
cember 11 at a buffet dinner and pro- 
gram celebrating Christmas. Some 
125 persons attended the affair, ac- 
cording to company officials. 


Duke, Van Dusen & Duke, Inc., 
lumber, masons’ supplies, roofing, 
paints, etc., is building a new office 
directly back of the famous Corning 
Glass Center in Corning, N. Y. 


Creed H. Hancock, owner and op- 
erator of the Plainview Builders Sup- 
ply Company in Plainview, Tex., re- 
cently received the highest honor in 
Scottish Rite Masonry, the Honorary 
33rd degree. Mr. Hancock was elected 
by the Supreme Council of the South- 
ern Jurisdiction for Advancement in 
recognition of his devotion to the best 
interests of Masonry in past years. A 
resident of Plainview for 39 years, 
he has been active in the Masons 
during most of that time. He is a 
past eminent commander of the Plain- 
view Commandery. 


Donald A. Lischer, recently-elected 
president of the Buffalo Lumberman’s 
Hoo-Hoo Fraternal Organization, was 
chosen sportsman of the year in West 
Seneca, N. Y., by the Rotary Club. 
Mr. Lischer was honored December 
6 at a sports night attended by many 
sports celebrities. 

He has been an enthusiastic sports- 
man, sponsoring baseball, bowling, 
football and basketball teams an- 
nually in the town of West Seneca. 


Appalachian Lumber Company, 


“Inc., Bluefield, W. Va., announces the 


election of E. L. Robinson, formerly 
of the Atlas Lumber Co., Cincinnati, 
Ohio, to the office of vice-president. 
Mr. Robinson will be in charge of 
the eastern sales office. 


The Hyster Company held “open 
house” December 15, in honor of the 
formal opening of its new General 
Assembly Building at 2902 N. E. 
Clackamas St., Portland, Ore. 


Abesto Manufacturing Corporation, 
Michigan City, Ind., announces as its 
exclusive wholesaler, the Brust Door 
and Plywood Company of Huntington, 
W. Va. In connection with this ap- 
pointment, Abesto will have its fa- 
mous fishbowl exhibit at the West 
Virginia Lumber and Builders Supply 
Convention, to be held January 7, 8 at 
the a Boone Hotel in Charleston, 
W. Va. 


General Air Conditioning Corpora- 
tion, Los Angeles manufacturer of 
space saving kitchen equipment units, 
announces the appointment of the 
Crandall Wholesale Company of De- 
troit, as its exclusive distributor in 
the state of Michigan. In addition to 
General’s. refrigerators and range-re- 
frigerator combinations, the Crandall 
firm will also job General’s new L-K 
line of kitchen packages which com- 
bine sink, stove, refrigerator, drain- 
board and storage drawer in less than 
five square feet of floor space. 
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Mastic Tile Corporation of America, 
Newburgh, N. Y., has appointed A. K. 
Turner & Company, 910 East 6 Mile 
Road, Detroit, as a wholesale distribu- 
tor of Matico asphalt-tile flooring. 
The A. K. Turner Company, owned by 
Ken Turner and Bill Heermann, also 
distributes Danbury Rubber Products, 
Westplak Counter Tops, Willett Bath- 
room Fixtures, and Globe Vanitories. 


The California Redwood Association 
announces the addition of four new 
members to its field staff. George 
Hubert, Harry Lowell, and Owen Steb- 
bins have joined the trade promotion 
department, with headquarters in San 
Francisco. Carney Campion, new 
member of the public relations depart- 
ment, will handle conservation and 
tree farm projects. 


Wayne T. Bradfield has been ap- 
pointed sales manager, Midwest Divi- 
sion of the Van-Packer Corporation, 
manufacturers of the Van-Packer 
Packaged Masonry Chimney. Mr. 
Bradfield was formerly associated 
with O. W. Pendergast Industries and 
Poole Brothers, Inc. as divisional sales 
manager. Mr. Bradfield will make his 
headquarters in Chicago. 


Walter E. Selck, president, an- 
nounces the appointment of Arthur 
Gorham as assistant to Paul E. Mc- 
Elroy, manager of distributor sales 
for Walter E. Selck and Co. Mr. Gor- 
ham was formerly sales manager for 
the R. H. Donnelley Corp. of Chicago 
and brings to the position, experience 
in sales, sales management, sales pro- 
motion, contests and campaigns. He 
replaces Ed Patten, who left the firm 
a short time ago. Mr. Patten is now 
associated with the Marvin E. Tench 
Advertising Agency in the capacity of 
account executive. 


Donald W. Tait has been appointed 
advertising manager for the Perlite 
Division of Great Lakes Carbon Cor- 
poration it was announced by Donald 
H. Gott, general sales manager, 
Building Products. With headquarters 
in the company’s executive offices in 
New York, Mr. Tait will be in charge 
of all advertising matters concerning 
Permalite plaster and concrete aggre- 
gates, Strata-Seal, Strata-Crete and 
other expanded perlite products. These 
products offer the advantages of light- 
weight, insulated, fireproof and crack- 


resisting construction. Mr. Tait was 
formerly associated with the Chase 
Brass & Copper Company at Water- 
bury, Conn. 


James Van Meter of Newport, Ky., 
was appoined district sales manager 
by Gene Buckley, sales manager of 
Chambers Products, Inc., Indianapolis. 
The firm is a distributor for the 
Chambers Corporation, Shelbyville, 
Ind., pioneer producers of insulated 
gas cooking equipment. Mr. Van 
Meter, who gained wide experience in 
merchandising Chambers ranges as 
associate buyer of appliances at the 
Rollman and Son department store, 
Cincinnati, will be in charge of pro- 
motion and sales in the southwestern 
Ohio territory. He was with the de- 
partment store for six years, concen- 
trating on advertising, customer rela- 
tions, and sales, in addition to his 
buying duties. 


William J. Beatty, Jr., formerly 
Kyanize sales representative in the 
New Jersey area, has been created 
District Sales Manager of the Middle 
Atlantic Area, comprising Metropoli- 
tan New York, New Jersey and East- 
ern Pennsylvania. In announcing the 
appointment, Franklin J. Lane, presi- 
dent of the Boston Varnish Company, 
pointed out that the company was 
gradually increasing its sales cover- 
age and sales supervision in order to 
give greater service and cooperation 
to Kyanize dealers. “Bill” Beatty 
joined the company in 1930 after con- 
siderable experience in sales and sales 
executive work with other companies 
in the color and chemical industry. 


OBITUARIES 


E. C. SCHAAF, 49, formerly man- 
ager of the Columbus, Ohio, and later 
the Atlanta, Georgia, warehouse of 
Wheeling Corrugating Co., died sud- 
denly November 15, at his home in 
Atlanta. He had retired November 1, 
1947, after 28 years with the Wheel- 
ing concern, and was well known 
throughout the retail and wholesale 
hardware trade. 





W. ALLEN COOPER, W. A. Cooper 
& Son Lumber Company, Inc., Greens- 
boro, N. C., died of a heart attack 
November 24. He and his son had 
established the firm in May of 1946. 
Operation of the business will con- 
tinue under the direction of his son 


Keith F. Cooper. W. A. Cooper was 
a resident of Greensboro and vicinity 
for some 30 years. He started work 
in Greensboro at the Guilford Lum- 
ber Company in 1921. Since then he 
had worked for the Brooks Lumber 
Company, Andrews-Cooper Lumber 
Company in High Point, and the 
peene Lumber Company in Greens- 
oro. 





BUSINESS UP 80% 


(continued from page 25) 





desks, but is narrower, inas- 
much as it was made to fit the 
firm’s delivery tickets. This 
hangs on the wall in back of 
the sales counter, convenient to 
the corridor that ‘connects with 
the yard. 

A compact stand was made 
in the yard’s shop to display 
samples of the various types of 
insulation carried in stock. An- 
other standing floor display 
features plywood on one side 
and cedar shakes and beveled 
siding with metal corner beads 
on the other. 

Lighting throughout is en- 
closed fluorescent, supplement- 
ed by six single and three 
double spotlights placed strate- 
gically around the room at ceil- 
ing level to highlight items at 
night for passing traffic. A 
speaker system connects office 
and yard. 

Paulsen Lumber makes a spe- 
cial effort to serve homeowners 
with various direct mail and 
advertising programs to build 
farm trade. Several plan- 
service booklets are available 
without cost, but a small charge 
is made for obtaining blue- 
prints. 

Paulsen’s has a fleet of four 
trucks and has established a 
reputation for prompt de- 
liveries. 
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HERE'S THE ANSWER — ONE MACHINE — 
A WILSON for All these operations 


Manufactured by 
MEDIA MACHINE WORKS, 


oro 


@ Cross Cutting @ Rabbeting @ Shaping 
@ Compound Mitering @ Ploughing @ Fluting 
@ Ripping @ Dadoing And Many More 





2, 3, 5 and 72 HP 
Models Available 





INC. 
MEDIA, PENNSYLVANIA, U.S.A. 
Established 1922 
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ty GILLIES BROS. & CO. Ltd. 
- BRAESIDE, ONTARIO, CANADA D & A L D j R & C T 
a mirs.of WHITE DINE crinus 
oa Ceamue STROBUS) with Modern Millwork and Assembly 
7 Ane seme amy aan Sp Plant when ordering Custom Window 
: pate a: ee and Door Frames, Jambs, Mouldings, 
Special. White Pine Dry Short Shorts. Louvers, Panelling, etc. Direct Mill Con- 
C.Sel. & B. 4/4 to 8/4, 3”&wider x 16/71", ‘ 
1, 2, 3, 4 Com. 4/4 to 8/4, 3“&wider x 13/71”. nection assures youa good steady sup- 
"a Sawmills — Braeside and Temagami, Ontario ply of finest California “Palco Brand” 
s- 1842 Member N-A. W.LA. 1951 ; : 
1e Redwood at Lowest Prices. Investigate! 


: 
7 By Using Kokomo Korners IMMEDIATE DELIVERY 


NO ORDERS TURNED DOWN 
















Corners for bevel wood siding 
made of aluminum—can't rust, rot 



























le 
y or deteriorate. So constructed as Save Time — Money and Heavy Inventories 
. Tis cal nth ase Heanor oak No Investment Required — Satisfaction Guaranteed 
% each corner and holes provided to 
y — — by — ee 
e ase of corner into lower e 
d siding board. toa nails ae ae Winte (7 Seal CORPORATION 
ig pon Ahsg course of ‘/-; 

Asati! for oe and 10° | WOODWORK DIVISION Dept. 30 
E 14595 Meyers Road e Detroit 27, Mich. 
- BUGHER MANUFACTURING CO. 
ty 211 South Main Street, Kokomo, Ind. 
2 
t s Ss 
\ American vouvie swiver Load Binder 
e THE ORIGINAL ALL STEEL 


For bindin 

— LUMBER, LOGS. 

Holds load firm- 

S ly. Strongest... 

d forged steel 
throughout . . e 

d 

= 

e 


(Goodyear Pattern) 





easiest to use 
» » » most prace 
tical and effece 
tive. Three 
sizes. Write for 
circular and full 





information. 
“American” line of Logging Tools and Appliances is the best on 
the market. 
4 Write for Catalog 
‘ AMERICAN LOGGING TOOL co. For over 23 years our Company has spe- 
. Evart, Mich. cialized in the manufacture of Oak Floor- 
ing. Our Ozark Brand Oak Flooring is 








made from selected stock, properly sea- 
soned in Moore Cross-Circulation Kilns. 
Our plant is modern throughout and 
machine work unexcelled. 

Ozark Brand Oak. Flooring is expertly 
graded in accordance with NOFMA grad- 
ing rules. 


TANNEWITZ onc 


for Swing Saws 
S AV - S $30 te $50 A MONTH 
IN LUMBER AND LABOR 


30.Days Free Trial 





~ Oe 


Try Ozark Brand 
Oak Flooring 
You'll like it. 


ORDER NOW OR SEND FOR 
CIRCULAR 


TANNEWITZ WORKS 


GRAND RAPIDS 
MICHIGAN 


THE OZARK OAK FLOORING CO. 
MISSOURI 
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Classified 
Advertising 


All ads for classified section must be in Pub- 
lisher’s office 10 days preceding date of pub- 
lication. Advertisements are set in orm 
6 point style. No cuts or special borders 


allowed. Please indicate classification de- 
sired. Publisher reserves right to classify, 
edit or reject any classified advertisement. 
No agency commission or cash discount 
allowed. 
Terms — Cash With Order 
Minimum Charge §2.00 
Rates: 
1 Time —10c per word for each insertion. 
Minimum charge of 50c per line. 


3 Times —9c per word for each insertion. 


Minimum charge of 45c per line. 
6 Times — 8c per word for each insertion. 

Minimum charge of 40c per line. 
26 Times —7c per word for each insertion. 

Minimum charge of 35¢ per line. 
For advertisements bearing box number count 
five extra words. There are approximatel 
5 words to a line and when less are specifi 
or used, regular line rate is charged. 
When answering box numbers or mailing 
copy for ads address them to: 


AMERICAN LUMBERMAN & 
BUILDING PRODUCTS MERCHANDISER 
139 N. Clark St., Chicago 2, Ill. 


HELP WANTED 


Wanted—Special millwork estimator. Must be 
first class man. New mill and modern ma- 
chinery. Trading area 250,000 population. In 
business since 1901. Flint L er Company, 
102-110 Smith St., Flint, Michigan. 











A well established progressive Ohio com- 
pany is expanding its operations and reorgan- 
ing its sales force. excellent opportunity 
for permanent, profitable employment for two 
high caliber salesmen to sell building ma- 
terials, lumber and millwork to retail lumber 
dealers. Good territory, car furnished, salar 
or commission. Mill Supervisor also needed. 
Interview contingent on your reply. Address 
Box S-56, American Lumberman, Inc. 





HELP WANTED 


Wanted, competent White Pine inspector. 
Splendid working conditions, union scale, 
over-time. State experience, age. Forster 
Lumber Company, 3846 West Wisconsin Ave., 
Milwaukee, Wisconsin. 








Yard Man for good town in Eastern Iowa, 
one able to read blueprints, estimate and 
figure small homes and farm buildings. State 
previous experience, age, salary desired and 
when available. German Catholic preferred. 
Address Box S-34, American Lumberman., Inc. 








WANTED—By large manufacturer and whole- 
saler, well educated young man, preferabl 
some lumber experience, for office sales wor 
in Chicago. Excellent opportunity to learn 
and advance to field representative in some 
Midwestern State. Must have sales ability, 
ambition and the will to work. Good starting 
th, Address Box S-61, American Lumber- 
man, Inc. 





AGENTS WANTED. A progressive manufac- 
turer of high-efficiency heavy duty industrial 
floors and flooring materials and protective 
coatings offers an attractive sales opportunity 
to established manufacturers agents having 
a following in the industrial field. Generous 
commissions and thorough advertising sup- 
port. Describe your background and experi- 
ence in letter to Box No. S-35, American 
Lumberman, Inc. 





WANTED: Man for Sales Assistant in factory 
lywood and door sales department. Must 
sales ability and experience in sales 
or production. To call on trade in Midwestern 
States and spend some time in Chicago office. 
Write or call Georgia-Pacific Plywood Com- 
pany 332 South Michigan Ave., Chicago 4, 
nois. 





Midwest wholesale lumb pany dealing 
in fir, white pine and southern pine wants 
manager. Must have knowledge of and ac- 
quaintance with western and southern mills 
and be able to furnish references from former 
sepegers. Box S-63, American Lumberman, 
nc. 








SALESMAN WANTED for Southwest Michigan 
territory by manufacturer and wholesaler of 
western and southern lumber. Liberal month- 
ly salary plus expenses and bonus. Must be 
experienced, under 50 - old. Excellent 
opportunity. Address Box S-62, American 
Lumberman, Inc. 





WANTED—Retail Store Salesman—Mill fore- 
man by retail lumber and building material 
firm in business 78 years. 


Prefer young married men with good habits. 
Positions offered are permanent with good 
salaries and working conditions. State age. 
education and experience. 


Write: Dunlap & Company, Inc. 
Box 389—Columbus, Indiana 





WANTED — Yard Managers for good Iowa 
points. Salary and profit-sharing, paid vaca- 
tions, group Insurance. Good live managers 
can do well with this Company. Reply fully 
with salary requirements. Address Box T-20, 
American Lumberman, Inc. 





MILL SUPERINTENDENT for woodworking mill 
in suburb of Detroit, Michigan. Unusual op- 
portunity for the right man. Must be experi- 
enced in the manufacture of cabinets and all 
types of general mill work. Steady executive 
position and salary commensurate with re- 
sponsibilities. Address Box T-21, American 
Lumberman, Inc. 


YARD MANAGER—Retail Yard located fast 
developing district Eastern Washington. Must 
be experienced and aggressive with clean 
record not over 45. Sales volume around 
$400 Salary $5500 and participation. Ad- 
dress Box T-22, American Lumberman, Inc. 








Wanted: Experienced counterman and esti- 
mator, must be able to read blue prints and 
take off Material List. Yard located in South- 
ern Michigan. Population about 60,000. State 
salary expected and experience. Address ap- 
lications to Box T-29, erican Lumberman, 
nc. 





Wanted competent manager for lumber yard 
and hardware store in small town in south 
central Minnesota. Prefer middle aged mar- 
ried “- Reply Box S-64, American Lumber- 
man, Inc. 





SALESMEN WANTED 

To Sell Wood Outdoor Furniture 

To Lumber and Hardware Dealers. 
All territories open on an outstanding line of 
wood outdoor furniture—chairs, rockers, set- 
tees, swings, picnic tables and benches. T 
is sturdy, attractive and comfortable furniture 
for the lawn, picnic area, porch or social 
room, and sells to homes, summer homes, 
estates. If you are an experienced, estab- 
lished salesman calling on the lumber and 
hardware dealer, we have a very interesting 
and profitable proposition for you—and for 
your dealers. Please give complete informa- 
tion .on .territory .covered .and lines .now 
handled. Box S-46 c/o AMERICAN LUMBER- 
MAN, 139 N. Clark St., Chicago 2, Illinois... 


YARD FOREMAN 
Large Chicago retail and wholesale yard. 
Give experience, age and nationality. Address 
Box S-68, American Lumberman, Inc. 


WANTED—Lumber Salesman to travel; prefer 
one with oak flooring experience. Give age, 
experience, references and salary wanted. 
Address Box T-23, American Lumberman, Inc. 


SITUATIONS WANTED 


Available now for sales and sales promotion 
work. Will represent you in sales and dis- 
tribution of following material in Southern 
California—doors, windows, sash and other 
building materials. Best of references. Last 
position 15 years—sold million dollars per 
year. — Box S-66, American Lumber- 
man, Inc. 














SALES REPRESENTATION 
WANTED 


Highly rated Wholesaler and Associated 
Manufacturer wants active salesman on com. 
mission basis to sell Inland Empire woods, 
Ponderosa Pine, Fir and Larch, White Spruce, 
etc. Write fully Forest Products Company, 
Peyton Building, Spokane, Washingion. 














REPRESENTATIVES WANTED — Manufacturer 
of Dan door hardware and barn door rail 
and hangers looking for salesmen with follow. 
ing in lumber yards. Products well accepted, 
Any territory available except Minnesota, 
Northwestern Iowa, Southern Illinois, Central. 
eastern Missouri and Central Wisconsin. 
Address Box S-70, American Lumberman, Inc, 





Wanted Manufacturer’s Representative to sell 
line of Corner China Cabinets to retail lumber 
yards in Connecticut, Western New York 
State, Eastern Pennsylvania, South Jersey, 
Ohio, Indiana. Write Harris Products Inc., 
Amherst, N. H. 


SALES REPRESENTATION — 
AVAILABLE 


Reliable lumber dealer wishes to be sales 
distributor for all lumber or any type of 
building materials on percentage basis or will 
entertain a suitable arrangement. Address 
Box T-26, American Lumberman, Inc. 


WANTED TO BUY— 
MISCELLANEOUS 














STEEL RAILS WANTED 
Any Quantity — Any Size 
Secure our price before selling 
MIDWEST STEEL CORPORATION 
Charleston, W. Va. 


RAILS WANTED 
Any weight—Any tonnage 
- H. DYER CO., INC. 
2111-A Railway Exch. Bldg., St. Louis 1, Mo. 


BUSINESS OPPORTUNITIES 


I know of two well organized, profitable re- 
tail lumber operations in the middle west 
which are for sale. Each will requixs a 
capital investment of $50,000.00 or more. For 
men who wish to undertake general manage- 
ment with their investment, these two buys 
present an exceptional opportunity. Complete- 
ly confidential correspondence invited. 
Arthur A. Hood, Editor 


TIMBER & TIMBERLAND 
FOR SALE 

















1,000,000 ft. choice White Oak, Red Oak, 
Poplar in Tennessee and Alabama. Low 
price to qualified buyer. Cruiser’s report 
furnished. C. W. Mack, Box 1403-SSS, Spring- 
field, Mo. 


MISCELLANEOUS—FOR SALE 


CARPENTERS APRONS 
Write for prices and information. 
THE MINNESOTA SPECIALTY CO., Inc. 
Minneapolis, Minn. 











Advertising Yardsticks ; 
Basswood and Hardwood. Reasonable prices, 
prompt delivery. F. M. Mosedale Co., P. O. 
Box 48, Geneva, Illinois. 





FOR SALE 


Used structural steel, thousands of 
feet of channel —all sizes up to 15”, 
angle iron, and galvanized corrugated 
sheeting. 
KLATZKY BROTHERS, INC. 
North Ist St. & Banks Ave. 
Superior, Wisconsin 





Sales or Managerial position with wholesale 
or retail building material company, office or 
travel, 5 years’ experience in all phases of 
lumber yard routine. Two years in wholesale 
building materials. Willing to relocate. Ad- 
dress Box T-24, American Lumberman, Inc. 





Northern manufacturer has opening in Chi- 
cago area for an aggressive salesman to 
operate their wholesale west coast depart- 
ment. Excellent opportunity for a producer. 
Give complete information. Address Box S-69, 
American Lumberman, Inc. 
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Experienced manager of small town line yard 
age 36, wishes to locate in central Wi ir 


’ 


DEALERS 
Are you using the Mohawk Flush Door? 
Light in weight — Stabilized. Bow Stressed, 
Vented Core makes it Warp-Free. A complete 
line. Write us for detailed information and 
literature. 
MOHAWK FLUSH DOORS, INC. 
Elkhart, Indiana 





by reasons of health. 12 years’ experience, 
including manufacturing, bookkeeping and ac- 
counting. Available 30 days. Write Box T-25, 
American Lumberman, Inc. 


Weltronic electric wood welder. Electronic- 
ally glues joints in seconds. Marvelous for 
veneer work of all kinds. A-l condition. Bob 
Jackson, 534 Ditmer, Pueblo, Colorado. 
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BUSINESSES FOR SALE 





Lumber & Building Material yard. About | hr. 
East of Los Angeles, growing industrial, fruit, 
dairy. prime defense area. Healthy climate, 
between Mts. and Ocean. best beach. No 
smog. Good water. About 2 acre corner yard 
on main trunk boulevard, RR spur 1/2 block. 
Adequate. well-maintained bldgs., truck, an- 
nual sales approx. 125,000, over 50% cash, 
bal. good pay. Open shop. 17 yr. lease, 
$100.00 mo., no real estate tax. Good whole- 
sale yards, sash/door, roofing, plumbing, sup- 
pliers nearby deliver. Fine spot for partner- 
ship, father-son, or man and wife operation. 
Inventory approx. $30,000.00, live, clean, stock. 
Owner has other business. Box S-51, Ameri- 
can Lumberman, Inc. 





Manager’s 25% interest in a lumber yard and 
planing mill in southeastern Indiana. This cit 
is a county seat in a good industrial oak 
farming area. Good location and a very at- 
tractive investment. Purchaser may assume 
management if qualified. Yearly sales aver- 
age for zx three years is over $300,000.00 
ty ddress Box S-54, American Lumber- 
man, Inc. 





Lumber and Building Supplies in fast grow- 
ing West Texas Town. Large farm area and 
oil center. Business doing $80,000.00 to 
$100,000.00 dealer business. Can be increased. 
Owner in bad health. Must sacrifice. Priced 
for yard and equipment $20,000.00 plus in- 
ventory a Sag $12,000.00. ddress: 
Garland H. Crouch, Winters, Texas. 





Retail lumber yard in live western Montana 
town. Good buildings and equipment. Ad- 
dress Box S-71, American Lumberman, Inc. 





, FOR SALE 

Modern planing mill and concentration yard. 
in California, doing capacity business. Ap- 
proximate capacity 100 M’ per 8 hour shift. 
Plenty of lumber available for years to come 
for custom work or can be purchased outright 
from nearby mills. Enjoys milling in transit 
privileges. Real opportunity for live wire. 
Reason for selling is because of absentee 
ownership. Address Box T-27, American Lum- 
berman, Inc. 





FOR SALE 

Well established, rated Retail Lumber & Con- 
struction Co., doing $200,000.00 to $400,000.00 
annually. In growing Chicago Suburb. 250 
front feet on busy state highway. 50’ x 100’ 
brick and block shop building with 5 room 
flat above. New 20’ by 30’ brick and stone 
office bldg. 250 lin. ft. new double deck sheds. 
Modern trucks and equipment. $50,000.00 
live inventory. Entire property in first class 
repair. ‘“Setup’’ made with Armed Services 
to bid on wooden box Defense Contracts. 
Sacrifice for quick cash sale. Address Box 
T-28, American Lumberman, Inc. 





FOR SALE: Michigan Lumber Yard, Building 
Material and Hardware in Metropolitan Detroit 
area. Possibilities unlimited. Well established. 
New Buildings of masonry. Office and display 
room over 7000 sq. ft. The finest in the State. 
Must be seen to be appreciated. Will sell 
entire pronerty or stock with a lease on real 
estate and option to buy. Owner wishes to 
retire. Call evenings Slocum 7-532], out of 
Detroit, Michigan. 


PROMPT SHIPMENT 








Building Paper (36°’-500 sq. ft.) 

King Nails Bags—(larger opening) 
Twine (for tying lumber) 

Siding Corners 

Aluminum Nails (in boxes or bulk) 

Joist Hangers 

Flashing Shingles 

Wall Ties 

Area Walls 

cross Bridging 


HOSKING PAPER & SUPPLY 
P. O. Drawer 43 Wilmette, Ill. 
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BUILDING MATERIALS 
FOR SALE 





Waterproof Papers to meet all Federal & 
State Spec. 36°" to 96°’ wide. For construc- 
tion, temporary silos, hay stack covers, ce- 
ment curing also blankets to 20 feet wide. 
Excellent delivery. 


E. M. ADAMS COMPANY 
P. O. Box 109 FOXBORO, MASS. 





LUMBER & DIMENSION 
FOR SALE 





LUMBER FOR SALE 
White Pine 
Red Pine 
Western White Spruce 
Eastern Spruce 


Hemlock 
MILL VALLEY LUMBER COMPANY, LTD. 
PHONE 80 
OSHAWA — ONTARIO 





Kiln Dried Douglas Fir Industrial Clears, all 
sizes, from our plant. 

Millwork Blanks Cut Stock 
Ladder Rails & Parts Mouldings 

Your inquiries answered promptly. 
Al Clements’ Lumber Co. 
PO Box 908 
Eugene, Oregon 


TWX EG 049 Tele. 5-3317 





For Sale 
4/4, 5/4, 6/4, 8/4 D&btr. soft Ponderosa Pine, 
kiln dry, rough or S2S, straight or mixed cars. 
a Lumber Company, Klamath Falls, 
regon. 


USED MACHINERY FOR SALE 


FOR SALE 

A-4 Yates Planer and Matcher, 15’ wide by 
8’ opening. It is complete with Starting Com- 
pensator and 40 H.P. 220 3 Phase Motor, 1200 
R.P.M., V Belt. Top and Bottom Profile 2-1/8" 
dia. Top and Bottom Head 6 Knife, Round 
30 degrees, 3400 R.P.M., 7° Cutting Circle. 
Side heads 6 Bit Expansion 3600 R.P.M. 7° 
Cutting Circle, Belts 5° on Top and Bottom 
Heads, 4’ on Side Heads. Extra Head for 
either Top and Bottom. New Sprockets and 
Gears and Chain in last 6 months to year. 
All new Giles for holding knives in Top and 
Bottom Heads. Just installed new Bar Bottom 
Heads, 1 Platen under Top Head, 1 Bar after 
Cut Lift Side Head to hold down Shoes, 2 
Handwheels for holddown, 2 Adjustable 
Screws, 1 Bar Cut Right Side Head, 1 Ad- 
justing Screw for Left Side Head. In good 
condition. Address Box S-42, American Lum- 
berman, Inc. 











SACRIFICE $1,200.00 
Value $6,000.00 to $8,000.00 100 HP Skinner 
Steam Engine. Type Valve Counter-flow, en- 
closed 14 x 15 inches. Left hand center 
crank. Automatic. 276 RPM. 


eons gallon Cypress tank with 24 foot 
rame. 
W. C. Tinsley, 608 Tampa St., 
Tampa, Florida 





LOG LOADING EQUIPMENT 


Diesel Caterpillar ‘35‘’ with Hyster Winch 
and removable 14 foot boom. In excellent 
guaranteed condition. Price $3,500.00. Diesel 
Whiting Fork Lift with pneumatic tires. Dual 
rear wheels. 10 Ft. Lift. 6,000 pounds 
capacity. Four wheel drive. Tilting telescopic 
boom. Originally cost $17,500.00. Almost 
new. Guaranteed. Price $3.950,00. 
oO. C. Evans, Mt. Sterling, Ky. 





Yates 20° x 16’ four-side timber sizer. 
Yates V-50, 64°’ resaw for timbers. 
Newman No. all BB fast planer and 


matcher. 
Woods No. 110, 15’ four-side moulder. 
Woods No. 131 fast feed 9° slip-on head 
moulder. 
M & M hog for edgings and trimmings. 
Dry kiln trucks. 
No. 91, 15” x 6’" planer & matcher with prof. 
American 48” tilting roll resaw. 
Single and double surfacers. 
Box machinery. 
Send for stock list. 


BOSCHO, INC. 
200 Boston Ave., Medford 55, Mass. 





DRY KILN TRUCKS, any length, with roller 
bearings. MIGHTY MIDGET CO., 1481 Park- 
way, Alliance, Ohio. 


USED MACHINERY FOR SALE 


SAW MILL 


1—12 x 20 Hardie-Tynes Slide Valve Steam 
Engine, Flywheel 16’" x 84”. : 
1—Erie City 138 x 18 Slide Valve Engine. 

Flywheel 17°’ x 90°’. 

1—Filer-Stowell Kicker Cylinder 12 x 24 Com- 
plete with Arms & Cylinders. 

1—Complete Deck Saw with 2-66" Saws. 

1—Steam Nigger Complete, 41/2." x 6° Cyl- 
inders. 

1—48" Harvey Hog with 150 HP, 875 RPM 
Motor & Starter. 

1—3 Block Cunningham Carriage, 35’ Open- 
ing Ratchet Type Set Works. 

Dia. x 30” Long. 

1—Cutoff Saw Belt Driven with 15 HP Motor 
& Starter, 30° Saw & Belt. ; 

1—Filer-Stowell 3 Saw Edger 44°’ Opening 

1—8"" Steam Gun for Carriage 42’ Long, 
2-15/16"" Piston Shaft, 2—3 Ft. Sections 
Housing Extra. 

1—Roller Bearing Saw Mandrel & Husk As- 
sembly with 3—58’’ Saws, 1—56’’ Saw. 

1—Live Roller Bed 44’ Long, 12 Rollers, 8’ 
with 6 new Saws & 1—12’ Section Live 
Rollers. 

S9—10 Ft. Sections Gravity Roller Conveyors, 
14” with 15’ Centers, 21/,"° Dia. Roller. 
Good condition. : 

1—Covel Hanchett Grinder for 60’ Circular 


Saws. 
1—No. 275 Yates-American Knife Grinder, 54’ 
Carriage. 


380 . 1 x 25 x 6’ Long Link Conveyor 
ain. 
1—Conveyor Drive with 15 HP Motor & 
Starter. Also Shafting. Shaft Couplings, 
Pillow Blocks, Pulleys & Friction Drives. 


PLANING MILL 


1—Belt Driven Cutoff Saw with 5 HP Motor 
& Starter & 20’ Saw. , i‘ 

1—G77 Yates-American Straight Line, Chain 
Feed Rip Saw, 10 HP 3475 RPM Saw Motor 
5 HP Feed Motor. 

1—404B1 Woods Matcher, 6 Heads, Belt 
Driven with 100 HP & 15 HP Motors & 
Starters & Feed Table. 

1—70"" Blower Fan Direct Drive with 75 HP. 
GE Motor 880 RPM & Switch. 

400 Ft. 26’° Galvanized Blow Pipe and 1—8 it. 
Collector. 

1—Dependable Head Grinder. 

4—Sections Gravitv Convevors. 

1—40 HP, 1760 RPM Westinghouse Motor, 5 
Groove ““V” Belt Drive. : 
2—WB-53 Link Belt Speed Reducers with 3 

HP Motors. 
1—16’ Diameter Dust Collector. _ 
250 Ft. of 23° 18 Gauge Blow Pipe—Excellent 
Condition. 
500 Ft. 11° High Pressure Blower Pipe—Good 
Condition. 





BOILER ROOM AND 
MISCELLANEOUS EQUIPMENT 
3—150 HP Casey-Hedges Fire Tube Boilers 
Complete with Valves, Gauges & Boiler 
Feed Pump. 


MISCELLANEOUS EQUIPMENT 


1—20’’ Water Pump, Belt Driven with 40 HP. 
1160 RPM Motor & Controls. 

750 Ft. 6’’ Cast Iron B & S Pine. : 

1—Cyprus Water Tank on Steel Derrick. 


3—100 KVA Maloney Transformers, 2400 V 
High Side 230/460 V Low Side. : 
1—15 KVA Allis-Chalmers Transformer High 
Side 440 V, Low Side 220/110 V. Lot. 


1—18 Ton American Loader. 

2—Dry Kilns Complete with Sprays. Foxboro 
Controls & Instruments, approximately 
2000 Ft. 35 Lb. Rail, 250—4 Ft. Kiln Trucks 
and 2 Filer-Stowell Transfers. (Will sell 
as a unit or any part.) 


ROSBY FOREST PRODUCTS CO. 
Yy PICAYUNE, MISSISSIPPI 


BOOKS FOR SALE 


PLYWOODS. By A. D. Wood and T. G. 
Linn. The development, manufacture and ap- 
plication of plywoods. Over 100 illustrations. 
Applications of the use of plywoods in furni- 
ture, housing, ship-building, airplane con- 
struction and other related fields. Price $4.00. 


DOUGLAS FIR USE BOOK. Issued by West 
Coast Lumbermen’s Association. Enables ar- 
chitects and engineers to find the correct size 
of beam or post for given span or load by 
reference to its comprehensive data tables. 
Alse a section on use of connectors. Price 
$1.50. 
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Ta Ty roe 


It’s the same old story every year. Everything’s happy about 
the New Year—excepting the morning after. 


xk 


Overstatement overheard: 
X: “This year I resolve to give up hard liquor and 
women.” 


Y: “What?” 
X: “O.K., you talked me out of it.” 


x kk 
Planning to have a wild time in 1952? Just don’t forget—that 
old stork is the bird with the biggest bill. 
: a a: 
You want to guarantee yourself a happy and prosperous 


1952? Then get acquainted with Homestead Brand 
Shingles, made of top quality virgin cedar. 


x *k 
For auld lang syne and profit, too, remember Homestead Brand 


Shingles, the way to win friends and influence business—from 
the MAUK Lumber Co., of course. 


xk kk 
Many a woman thinks she bought a gown for a ridicu- 
lous price, when in reality, she bought it for an absurd 
figure. 
xk kk 


The mother, viewing daughter’s daring attire, remarked, “Well, 
all I can say is, if I could’ve dressed like that, in my time, 
missy, you'd be six years older today!” 


x kk 


Which reminds us that nothing looks better on a size 
16 girl than a size 12 sweater. 


xk k 


Simple Celia’s got no delusions. There’s no such thing as 
the constant lover. She knows every man’s got to sleep some of 
the time. 

wn  * 


Definition of mixed emotions: Watching your mother- 
in-law drive over a cliff in your brand new Cadillac. 
xk kk 


Statistical fact: There’s a baby born in New York every min- 
ute. Don’t look at me. I live in Seattle. 


xk k 


Do You Know What Dept.: 
Do you know what gives you the biggest kick? The 
biggest foot, of course. 


De you know what gives you the biggest charge? No, 
watt ! 


Do you know what gives you the biggest buy? The 
MAUK Lumber Co., of course. 


MAUK Seattle Lumber Co. 


Seattle 1, Washington 


The C. A. MAUK Lumber Co. 


Toledo, Ohio 
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looking for 
something ... 


. . . that’s hard to find? We suggest that 
you check the classified section of American 
Lumberman to find that piece of equipment 
or business for sale that you are looking for 
—or you may be looking for a good man to 
fill an important job! We will help you to 
find just what you have in mind by either 
running an ad for you or suggesting that 
you read the columns of ads found in the 
back section of each issue. 


... don’t forget that American Lumberman 
reaches some 25,000 interested persons every 
other Saturday in its nationwide distribu- 
tion. Check the classified pages for rates or 
send us your ad and we'll quote you our 





























and resolve to make the year 1952 


a more profitable one in every way 
* 


Here are hardware products that your trade will ask for by their 
popular trade-name. 50 years of dependable service has made them 
a great favorite everywhere. 


(ational 


Note these fine sash adjuster sets which prove such a 
timely addition now that winter weather and icy winds 
have returned. Holding storm sash open in any desired 
position firmly is but one of the many features of this 
hardware. 


Cellar windows too, come in for special attention when 
you install either the No. 70 or the No. 71 Cellar Win- 
dow Sets illustrated below. Your trade will be pleased 
with either of these popular numbers, long recognized 
for their fine construction and trouble-free perform- 
ance. Heavy protective finishes give added years to 


iin 6 Wiiiniiaes Caen tek their normal long-service life. 
Adjuster Set 

















@ Short lengths in cartons. 
@ Regular lengths in bundles. 
@ Bundled in unit loads. 


Connor “Laytite’ Packaged Flooring: is 
Profitable Shelf Merchandise — easy to sell. 
Just pull a carton off the shelf. Each car- 
ton covers 10 sq. ft. Get this picture: 
Standard quality “Laytite’ Maple, Birch, 
or Oak Flooring — short lengths put up in 
cartons — 


Carton keeps flooring dry and clean. 

Assorted lengths save time in laying. 

Each carton is labeled for easy inventory. 

Ideal for new homes or for modernizing jobs. 

Carton saves your time in making sales. Connor "'Laytite" flooring is unsurpassed 
for use in homes, schools, offices, stores, 
public buildings — wherever sturdy, long- 


wearing flooring is desired. Available in 
CONNOR "LAYTITE" FLOORING NOW Northern hard maple, birch or oak — short 


AVAILABLE IN UNIT LOADS lengths in cartons — regular lengths in bun- 
dles — unit loads in bundles. “Laytite" is 
also available in unit blocks, Herringbone 


Unit load is ap- and continuous strip. 


proximately 8’ 


long, 39° wide | “LAYTITE” BUNDLED IN UNIT LOADS 
and 23" high. EASY TO UNLOAD 


Unit loaded car 
To unload by hand merely cut the wire 


contains as bands and remove regular bundles by hand. 


much as 26,000 
$+. Unloading with lift truck is accomplished in 
3 to 4 man hours. 


For utmost in flooring values, it will pay 
The unit load is made up of regular bundles. you to standardize on “Laytite” flooring. 


Easily unloaded by lift truck — or in bundles 
by hand by snipping the wire band. FOREST PRODUCTS 


FOR EIGHTY YEARS 


THE CONNOR LUMBER and LAND CO. 


“BEHIND THE MILLS...THE CONNOR TIMBER STANDS" 








